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Times  Mirror’s  exec 
door  swings  again 

Exec  vp  Mary  Junck’s 
exit  comes  in  wake  of  LA 
Times  marketing 
boss’  departure  Page 


Latino  media 
grapples 
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Call  it  a  wrap 

Outpouring  of  homage 
to  Joe  DiMaggio  includes 
36-page  wrap  at  NY  Daily 
News,  its  largest  ever  Page  12 
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Child  pornography 
case  chiller 

Freelance  journalist  who 
claimed  he  was  researching 
child  pornography  on  Web 
sentenced  to  18  months  Page  29 
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The  Jackson  Sun  staffers  (at  right)  work 
on  their  tomado'coverage  edition  in  the 
basement  of  the  editor’s  house.  Below  left, 
reporters  Stacy  Smith  of  The  Leaf 'Chronicle 
(right)  and  Monica  Whitaker  of  sister  paper 
The  Tennessean  of  Nashville  write  their  stories 
on  Clarksville’s  tornado  from  the  Clarksville 
publisher’s  home. 


SS:  TORNADO  DAMAGE  EDITION 
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The  Leaf'Chronicle  Classified 
Advertising  Department  employees 
(above)  gather  ads  in  a  temporary 
office  set  up  in  a  Clarksville  hotel 
room.  At  left,  front  pages  of  the 
Jackson  and  Clarksville  post' 
tornado  editions. 


The  Leaf-Chronicle  building 
suffered  severe  damage, 
including  destruction  of  the 
newsroom,  which  was  located 
on  the  seccmd  floor. 


In  Jackson,  Tenn.,  raging  tornadoes  that  hit  the  city  and  killed  several 
people  also  blew  out  power  at  The  Jackson  Sun. 

In  Clarksville,  Tenn.,  other  tornadoes  devastated  the  historic  downtown 
and  destroyed  much  of  The  Leaf-Chronicle  building. 

Yet  in  both  communities,  inventive  and  dedicated  staffers  scrambled  to 
get  newspapers  to  readers. 

In  Jackson,  reporters  gathered  around  a  ping-pong  table  in  the  basement 
of  the  editor’s  home  to  write  their  stories. 

In  Clarksville,  the  publisher’s  home  became  the  newsioom. 

Power  was  restored  in  time  to  print  The  Jackson  Sun  on  its  own  presses. 

Clarksville’s  team  had  to  go  to  nearby  Hopkinsville,  Ky.,  to  print  for 
several  days. 

Tornadoes  Blow  Out  Power,  Building 
But  Our  Newspapers  Still  Oeliver 


In  Jackson,  four  pages  of  tornado  coverage  in  a  special  20-page  newspa¬ 
per  greeted  readers  the  day  after  the  tornadoes  hit,  and  an  eight-page 
section  followed  that. 

In  Clarksville,  a  10-page  special  report  (plus  other  news)  was  brought  to 
readers’  doors. 

In  Jackson,  normal  operations  were  restored  quickly. 

In  Clarksville,  news,  circulation  and  advertising  departments  relocated 
to  temporary  quarters  from  which  employees  will  work  for  several  months. 

But  readers  need  not  worry.  They  still  will  get  their  newspaper  every  day 
-  just  as  they  did  on  the  worst  of  days. 

Because  for  our  readers,  our  newspapers  deliver. 
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Hispanic  newspapers  are  flourishing  with  plenty  of  options 
for  readers  and  advertisers  across  the  United  States 

USA  TODAY  names  1st  female  editor  8 
Another  exec  exits  Times  Mirror  9 

Students  await  verdict  on  censorship  10 

College  Media  Advisers  Conference  debate  court  case 

Web,  print  vie  for  hoop  tourney  fans  12 
Papers  remember  Joltin’  Joe  12 

Future  uncertain  for  estate  tax  14 

Proposed  repeal  in  the  hands  of  Congress 

Inland  Press  concentrates  on  Gen  Y  16 

Two  conferences  discuss  ways  to  market  to  echo  boomers 


Papers  step  up  to  the 
plate  to  pay  tribute 
to  American  legend 
Joe  DiMaggio.  -  p.  12 


Cover:  Mark  HildenIHilden’Hahn  Studios 


E&P  DEPARTMENTS  &  COLUMNS 


Business 

Gannett  joins  Singleton’s 
California  marketing  megagroup 

New  Media 

Reporter  sentenced  in  child  pornography  case;  to  appeal 

Marketing  &  Sales 

Major  national  advertisers 
are  turning  to  gay  press 

Syndicates/News  Services 

Newcombe  hands  reins 
to  new  president  at  Creators 

Technology/Output 

Gretag  Imaging  to  buy  Cymbolic  Sciences 


The  gay  press  sees  an 
increase  in  ad  spending 
from  national  advertisers. 


The  Editor(S?Publisher  Company 

Where  You'll  Find  the  Powers  of  the  Press.  ™ 


Shop  Talk  at  Thirty 

Seven  reasons  why  reporters 
ought  to  keep  private  journals 

54 

I  E^P  NEED  TO 

KNOW 

Calendar 

5 

Letters 

21 

Hot  Type 

6 

Newspeople 

22 

Stocks 

18 

Obituaries 

23 

Viewpoint 

20 

Classified 

40 

EDITOR  a  PUBLISHER  /  MARCH  13,  1999 


www.mediainfo.com 


BS?P  CArLENDAR 


MARCH 


S  M 

T  W  T  F 

S 

1 

2  3  4  5 

6 

7  8 

9  10  11  12 

13 

14  15 

16  17  18  19  20 

21  22  23  24  25  26  27 

28  29  30  31 


17-20  National  College  Media  Spring  Conven¬ 
tion,  Marriott  Marquis,  New  York,  N.Y. 

17-20  National  Newspaper  Association  Govern¬ 
ment  Affairs  Conference,  Hyatt  Regency 
on  Capitol  Hill,  Washington,  D.C. 

19-20  Society  of  Professional  Journalists  Region 
One  Annual  Convention,  The  Omni,  New 
Haven,  Conn. 


20- 23  Inter-American  Press  Association  Mid-year  Meeting,  Hotel 

Wyndham,  Montego  Bay,  Jamaica 

21- 23  Inland  Press  Association  Editors  Conference,  Chicago,  III. 

28-1  America  East  Newspaper  Operations  &  Technology  Conference, 

Hershey  Lodge  &  Convention  Center,  Hershey,  Pa. 


APRIL 

7-10 

College  Newspapers  Business  & 
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Advertising  Managers  Conference,  Sir 

1  2 

Francis  Drake  Hotel,  San  Francisco,  Calif. 

Southeastern  Advertising  Publishers 

4  5  6  7  8  9 

JO 

8-9 

11  12  13  14  15  16 

17 

18  19  20  21  22  23  24 

Association  Spring  Conference,  Hampton 

25  26  27  28  29  30 

9-10 

Inn  Broadway,  Myrtle  Beach.  S.C. 

Midwest  Free  Community  Papers  Spring 
Meeting,  Inn  at  University,  West  Des 
Moines.  Iowa 

9- 10  Free  Community  Papers  of  New  England  Board  Meeting  & 

Spring  Conference,  Waterbury,  Conn. 

10- 1 1  National  Writers’  Workshop,  Marriott  Hotel,  Portland,  Ore. 

11- 13  Central  States  Circulation  Managers  Association  Annual 

Convention,  St.  Vincent  Marten  House  &  Conference  Center, 
Indianapolis,  Ind. 

13-16  American  Society  of  Newspaper  Editors  Annual  Convention, 

The  Fairmont  Hotel,  San  Francisco,  Calif. 

21  -24  American  Association  of  Advertising  Agencies  Management 
Conference  &  Annual  Meeting,  Alameda,  Fla. 

22-25  GMA  Users  Group  Annual  Conference,  El  Paso  Airport  Hilton, 
El  Paso,  Texas 

26  Associated  Press  Annual  Meeting  &  Luncheon,  Del  Coronado 
Hotel,  San  Diego,  Calif. 

26-27  Newspaper  Association  of  America  Annual  Convention.  Hotel 
del  Coronado,  San  Diego,  Calif. 

29-1  British  Columbia  &  Yukon  Community  Newspapers  Association. 
Coast  Plaza  Hotel.  Vancouver,  B.C. 
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2-5  Society  of  American  Business  Editors  & 
Writers  Conference,  Westin  City  Center, 
Washington,  D.C. 

9-12  Organization  of  News  Ombudsmen 
Conference,  Chicago  Athletic  Club, 
Chicago,  III. 


Note:  To  list  events,  please  fax  Jennifer  Waber  at  (212)  691-7287. 
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A  Successful  Bill 
on  Capitol  Hill 


Photo  by  George  Bridges 


Bill  Adair 

Bill  Adair,  a  writer  on  the  St.  Petersburg  Times  Washington 
staff,  is  the  1998  winner  of  the  Everett  McKinley  Dirksen 
award  for  congressional  reporting. 

That’s  a  big  deal  in  Washington.  We  know  that  because  we 
own  Congressional  Quarterly,  and  its  reporters  are  frequent 
winners  of  the  Dirksen  award.  But  Bill  is  the  first  reporter 
to  claim  the  prize  for  the  Times. 

The  judges  cited  the  overall  quality  of  Bill’s  coverage  and 
noted  his  strength  and  versatility  as  an  investigative 
reporter.  His  stories  about  a  Florida  congresswoman’s  ties 
to  a  felon  led  to  a  grand  jury  investigation.  When  Bill  tried 
to  question  her  at  the  U.S.  Capitol,  she  tried  to  have  him 
arrested. 

Before  going  to  Washington,  Bill  made  a  name  for  himself 
as  a  reporter  in  Florida.  Whether  they’re  writing  from  the 
local  courthouse  or  the  nation’s  capital,  reporters  like  Bill 
are  part  of  the  team  of  professionals  that  makes  us 
Florida’s  Best  Newspaper. 


^.Petersburg  ®imes 

Florida’s  Best  Newspaper 
www.sptimes.com 
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New  Newsweek 
targets  teenagers 

Newsweek  and  scholastic  publisher 
Weekly  Reader  Corp.  plan  to  launch  Teen 
Newsweek  to  capture  the  sixth  to  ninth 
grade  market. 

The  new  weekly  newsmagazine  is 
expected  to  be  priced  at  $5.95  annually 
for  24  issues,  each  accompanied  by  a 


..Teen  , 
NewsiFTeek 


Mtk  th»«dCDo<(  Reader 


teacher’s  guide,  as  well  as  four  issues  dur¬ 
ing  summer  recess. 

The  publishers  hope  to  sell  at  least  sev¬ 
eral  hundred  subscriptions,  with  most 
bought  by  schools.  Sources  say  more  than 
$  1  million  is  being  invested  in  the  project. 

A  first  prototype  was  published  on  Jan. 
1 1 ,  with  the  cover  featuring  the  Senate 
trial  of  President  Clinton.  The  story, 
designed  for  1 1  -year-olds,  did  not  men¬ 
tion  sex  or  Monica  Lewinsky. 

“We  talk  about  Andrew  Johnson, 
impeachment,  and  the  procedure,”  says 
Peter  Bergen,  a  Weekly  Reader  spokes¬ 
man.  Mention  of  a  term  like  “oral  sex”  is 
“the  kind  of  thing  we  will  be  very  careful 
about,”  he  says,  and  even  the  word  “sex” 
would  only  get  into  the  publication  if  “we 
would  put  it  in  context.” 

The  new  title  will  be  eight  pages  and 
will  debut  in  September.  Newsweek  will 
produce  the  stories.  Weekly  Reader, 
which  has  published  its  schola.stic  cur¬ 
rent-events  magazine  since  1928,  will 
handle  production  and  distribution. 

Teen  Newsweek  joins  a  competitive 
field.  Time  for  Kids  was  launched  four 
years  ago  by  Time  for  kids  nine  to  12. 
Parade  magazine  also  created  a  spinoff. 


'  react,  four  years  ago.  Last  year  Time 
launched  Teen  People,  and  the  Hearst 
I  Corp.  plans  to  test  a  teen-oriented 
Cosmopolitan  spinoff  in  the  fall. 

A  Washington  Post  sales  rep,  who  sells 
many  of  the  paper’s  54,948  subscriptions 
through  its  Newspaper  in  Education  pro- 
j  gram,  says  a  weekly  was  unlikely  to  hurt 
I  sales  of  a  daily  with  stories  that  are 
“always  new,  always  fresh.” 

Sales  rep  Christopher  Janson,  whose 
I  paper  owns  Newsweek,  adds  that  teachers 
may  want  to  buy  both  a  daily  and  a  week- 
j  ly  for  their  students.  —  Joe  Nicholson 
i 

i 

Web  sleuths  turn 
gossip  to  profit 

j  If  you  came  across  some  good  gossip 
'  on  the  Web  recently,  chances  are  James 
;  Alexander  and  Charles  Lukazewski  saw 
it  too. 

The  co-founders  of  EWatch,  a  five- 
year-old  online  data  service,  have  turned 
the  growing  world  of  chat  room  com¬ 
ments  and  online  rumor  mills  into  big 
business  as  they  scour  the  Web  looking 
1  for  mention  of  most  any  company,  orga- 
I  nization,  or  person. 

“If  something  starts  online,  it  can  start 
with  one  person  and  then  it  grows,”  says 
i  Alexander,  who  formed  EWatch  with  his 
brother,  Lukazewski,  in  1994.  “There  is  a 
lot  of  news  that  starts  just  through  discus- 
j  sions  on  the  Web.” 

I  Alexander  says  online  investigations 
'  have  revealed  items  ranging  from  gossip 
;  about  planned  assassinations  of  industri¬ 
al  bigwigs  to  false  information  to  animal- 
rights  groups  complaining  about  an 
orphanage-run  hospital  conducting  ani¬ 
mal  testing. 

1  And  the  brothers  are  not  alone.  Other 
Web  sleuths,  such  as  the  Denver-based 
Cybercheck  and  Cyveillance,  located  in  a 
!  Washington,  D.C.,  suburb,  are  reaping 
lucrative  rewards  from  the  online  detec¬ 
tive  work. 

Alexander,  30,  and  Lukazewski,  32, 
initially  launched  their  service  by  charg- 
i  ing  $295  per  month  for  searches.  Today, 
i  they  command  $13,000  for  a  yearlong 
!  contract  and  were  recently  bought  out  by 
I  WavePhore,  a  Phoenix-based  media 
information  system. 

Given  today’s  gossipy,  instant  news 
i  Web,  Lukazewski  believes  demand  will 
j  continue  to  skyrocket.  “There  is  a  huge 
I  need  for  it,”  he  says.  —  Joe  Strupp 


Editor  of  the  Year 
persisted  online 

i  Banned  by  the  Indonesian  government 
in  1994  from  publishing,  Goenawan 
Mohamad  never¬ 
theless  continued 
to  publish  his 
Tempo  magazine, 
on  the  Internet. 

But  Tempo  didn’t 
stay  underground 
for  long:  it  re¬ 
turned  to  news¬ 
stands  last  fall  un-  Goenawan  Mohamad 
der  the  increas¬ 
ingly  democratic  regime. 

His  perseverance  earned  Mohamad  the 
honor  of  New  York-based  World  Press 
Review’s  1 998  International  Editor  of  the 
Year.  “It  wasn’t  a  forlorn  struggle  to 
oblivion,”  editor  Larry  Martz  says.  “He 
actually  succeeded  in  getting  on  the 
Internet  and  making  a  Web  site  that  peo¬ 
ple  actually  used.  It  had  a  happy  ending.” 

Honorees  include  an  editor  who  escaped 
assassination  while  reporting  on  drug  traf¬ 
ficking  in  Tijuana  and  a  Bosnian  editor  who 
published  underground  during  wartime, 
even  after  the  presses  were  bombed. 

Martz  says  the  selection  process  can 
be  humbling.  “I  become  very  con.scious 
1  of  it  every  year  when  1  look  over  candi¬ 
dates  ...,”  Martz  says.  —  Lucia  Moses 

Denver  Post: 
We’re  not  for  sale 

The  Denver  Post  to  be  sold  to  its 
tabloid  competitor,  the  Denver  Rocky 
Mountain  News?  “Ridiculous,”  William 
Dean  Singleton,  whose  MediaNews 
Group  owns  the  Post,  told  Reuters. 

Nevertheless,  rumors  are  swirling  that 
the  newspapers,  which  are  locked  in  one 
of  the  country’s  few  circulation  battles, 
will  combine  business  operations  in  a 
joint  operating  agreement  or  that  the 
i  News  or  its  parent,  E.W.  Scripps  Co., 
j  would  buy  the  Post. 
j  Post  publisher  Gerald  Grilly  called  the 
rumors  fal.se  and  called  a  newsroom  meet- 
I  ing  Wednesday  to  assure  employees  that 
the  newspaper  was  not  about  to  be  sold. 

The  Post  has  a  slight  edge  in  daily  cir- 
;  culation  (Post,  341,554;  News,  331,978), 
!  and  leads  the  News  in  Sunday  circulation 
i  484,657  to  432,93 1 ,  according  to  Novem¬ 
ber  figures.  Both  papers  say  they  are 
making  money.  —  Lucia  Moses 
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“Parade  is  an 
integral  part  of  our 
paper.  It’s  sonnething 
we  feel  we  must  give 
our  readers.” 


insightful  stories.  Celebrity  profiles.  Advice.  Parade  has  sonnething  for  everyone.  Everywhere.  Every 
Sunday.  No  wonder  Parade  has  amassed  an  audience  of  fiercely  loyal  readers  across  the  country. 


Each  week,  Parade  makes  an  impact  on  countless  households.  And  hundreds  of  publishers. 


NOTHING  MOVES  AMERICA  LIKE 


NEWS 

USA  TODAY  taps  1  St  female  editor 

Karen  Jurgensen  also  becomes  the  first  woman  to  lead  a  national  newspaper 

by  Lucia  Moses  editorial  calling  for  President 

Clinton’s  resignation. 

aren  Jurgensen,  named  editor  of  She  joined  USA  TODAY 
USA  TODAY  last  week,  becomes  in  1982,  its  founding  year, 
the  first  woman  to  lead  a  national  1  and  served  as  Life  section 
newspaper.  editor,  managing  editor  for 

Jurgensen,  50,  the  editorial  page  editor,  cover  stories,  and  senior  edi- 
succeeds  David  Mazzarella,  60,  who  is  tor  for  special  projects 

retiring.  Deputy  editorial  page  editor  before  becoming  editorial 

Brian  Gallagher  steps  up  to  editorial  page  page  editor  in  1991.  She 
editor.  The  changes  take  effect  May  1.  started  her  career  in  1972  at 
Jurgensen,  who  has  been  with  the  paper  the  Charlotte  (N.C.)  News 
since  its  inception  in  1982,  was  tapped  for  and  later  worked  at  the 
the  position  last  summer,  she  told  Editor  Miami  News. 

&  Publisher.  Publisher  Tom  Curley  Mazzarella  was  known  for  expanding  to  news  decisions  and  encourage  young 
stressed  Jurgensen’s  role  in  the  newspa-  the  editorial  staff  and  improving  the  news-  women  journalists, 
per’s  development  and  praised  her  editing  paper’s  investigative  reporting  since  be-  Gallagher,  50,  has  been  deputy  editori- 
and  leadership  skills.  coming  editor  in  1994.  al  page  editor  since  1991.  A  former  editor 

As  editorial  page  editor,  Jurgensen  As  for  Jurgensen,  she  says  her  biggest  and  reporter  at  Gannett’s  Westchester 
opened  the  opinion  page  to  a  broad  group  of  task  will  be  adapting  in  the  face  of  the  Rockland  newspaper  group,  he  was  a 

contributors  and  published  the  controversial  Internet.  “We  face  a  time  of  monumental  Pulitzer  Prize  finalist  in  1980. 


Mazzarella  fostered  enterprise 

Expanded  investigative  reporting,  international  news  and  D.C.  coverage 


Karen  Jurgensen 


technological  change,”  she 
says.  “The  challenges  we 
face  are  how  to  deliver  to 
readers  what  they  need  in  the 
format  that  works  for  them.” 

On  being  the  first  woman 
in  the  newspaper’s  top  edi¬ 
tor’s  spot,  she  says:  “I  guess 
in  a  sense  that  we  call  our¬ 
selves  a  national  newspaper 
it’s  nice  that  we  can  reflect 
the  nation’s  diversity.”  As  a 
woman,  she  hopes  to  con¬ 
tribute  diversity  of  opinion 


by  David  Noack 

hen  David  Mazzarella  became 
editor  of  USA  TODAY  a  little 
more  than  four  years  ago,  his 
first  task  was  to  transform  the  colorful 
and  graphics-laden  newspaper  into  a 
must-read  by  hard-news  junkies. 

By  all  accounts,  Mazzarella  succeeded. 

He  was  not  only  able  to  advance  plans 
already  started  by  his  predecessor,  Peter 
Prichard,  to  make  the  newspaper  more 
newsy  but  is  leaving  behind  his  own  style 
and  legacy. 

While  the  Gannett  Co.’s  flagship  news¬ 
paper  still  stays  close  to  its  roots  with 
splashy  graphics  and  short  stories,  the 
shift  to  harder  news  and  investigative 
pieces  is  evident. 

Samuel  G.  Freedman,  a  Columbia 
University  journalism  professor  and  a 
member  of  the  USA  TODAY  board  of  edi¬ 
torial  contributors,  says  Mazzarella  gave 
him  his  first  reporting  job  in  1977  at  The 
Courier-News,  a  Gannett  newspaper  in 
Bridgewater,  N.J. 


Freedman  says  Maz- 
zarella’s  job  of  creating  a 
news  culture  was  a  chal¬ 
lenge,  since  the  paper  had 
been  derided  as  “McPaper,” 
a  lightweight  attempt  at 
journalism. 

“Dave  went  into  a  jour¬ 
nalistic  culture  that  was  a 
laughingstock,”  says  Freed¬ 
man,  who  added  that  Maz¬ 
zarella  turned  the  newspaper 
around  and  made  it  a  jour¬ 
nalistic  contender. 

Mazzarella  saw  his  role 
this  way:  “My  aim  was  to 
regularize  or  institutionalize  the  aspect  of 
the  newspaper  reporting  that  would  bring 
some  more  depth  on  a  more  regular  basis 
to  the  newspaper,  and  therefore  created  an 
enterprise  department,  where  reporters 
could,  from  any  section,  spend  any 
amount  of  time  in  order  to  do  enterprise 
stories.” 

Bob  Giles,  executive  director  of  the 
Media  Studies  Center  at  The  Freedom 


Forum  and  former  editor  of 
The  Detroit  News,  a  Gannett 
newspaper,  says  USA 
TODAY  has  done  more 
investigative  reporting  and 
also  expanded  international 
coverage  during  Mazzarel- 
la’s  tenure.  He’s  concerned 
over  more  Washington, 
D.C.,  reporting  vs.  national 
coverage. 

“Over  the  past  year,  it 
seems  to  me  that  the  paper 
has  gotten  less  national  and 
more  inside  the  beltway. 
One  of  the  things  that  was 
unique  about  USA  TODAY  was  its  true 
national  focus,  and  while  there’s  been  an 
enormous  amount  of  interest  of  what’s 
happening  in  Washington,  one  of  the 
things  that  has  distinguished  USA  TODAY 
from  other  national  papers  has  been  the 
national  scope  of  its  coverage,  and  it 
would  be  an  interesting  subject  to  discuss, 
more  Washington  coverage  and  less 
national  coverage,”  says  Giles.  IH 


David  Mazzarella 
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Times  Mirror  exec  resigns 

Recent  departures  raise  questions  among  analysts  over  company’s  stability 


by  Lucia  Moses 

Times  Mirror  Co.  has  lost  another 
top-level  executive.  After  an  im¬ 
pressive  stint.  Mary  E.  Junck,  exec¬ 
utive  vice  president  and  head  of  the  com¬ 
pany’s  Eastern  Newspaper  division,  an¬ 
nounced  her  resignation  last  week. 

Junck.  51,  joined  Times  Mirror  in  1993 
as  publisher  of  The  Sun  in  Baltimore.  She 
led  the  newspaper  on  a  path  of  strong 
profits  and  Eastern  Newspapers  achieved 
record  revenues  under  her  direction,  says 
Times  Mirror  CEO  Mark  H.  Willes. 

Two  senior  vice  presidents  —  Raymond 
A.  Jansen,  publisher  and  CEO  of  Newsday, 
and  Efrem  Zimbalist  III,  president  and 
CEO  of  Times  Mirror  Magazines  —  were 
promoted  to  executive  vice  presidents  and 
will  split  her  duties. 

Junck  and  observers  say  her  departure  is 
voluntary.  “I  Just  feel  it’s  time  to  move  on.” 
Junck  says.  "The  latest  assignment  at 
Times  Mirror  had  some  aspects  I  enjoy,  but 
on  the  whole,  it  wasn’t  as  enjoyable  as 
being  an  operating  person  at  Times  Mirror, 
and  life  is  too  short  to  not  enjoy  my  work.” 

Her  departure,  however,  has  raised  ques¬ 
tions  in  the  investment  community  —  a 
group  Willes  has  assiduously  courted  since 
becoming  CEO  in  1995.  Mary  Ann  Winter, 
a  New  York-based  analyst  who  follows 
Times  Mirror  for  Brown  Brothers  Harriman 
&  Co.,  says  the  abrupt  departure  of  Junck, 
who  had  high  visibility  within  the  financial 
community,  raises  questions  about  the  sta¬ 
bility  in  the  company,  where  several  top- 
level  executives  have  left  in  recent  years. 
Winter  adds  that  it’s  too  early  to  assess  the 
long-term  financial  fallout  of  Junck’s  leav¬ 
ing.  “It  throws  some  doubt  on  the  relations 
within  the  corporate  stmcture.  There  have 
been  quite  a  number  of  important  defec¬ 
tions  there,  and  that  just  doesn’t  look  too 
good.  It  never  looks  good.” 

Times  Mirror  spokeswoman  Martha 
Goldstein  says  other  departures  in  the  pa.st 
few  years  were  at  the  Los  Angeles  Times, 
where  Willes  implemented  an  aggressive 
restructuring  linking  news  and  marketing. 
The  company  says  management  at  Times 
Mirror  and  Eastern  Newspapers,  which  in¬ 
cludes  Newsday,  the  Sun,  The  Hartford 
Courant,  The  Morning  Call,  Allentown, 
Pa.,  The  Stamford  (Conn.)  Advocate,  and 
Greenwich  (Conn.)  Time,  has  been  stable. 


“At  the  Times,  the  paper  is 
reinventing  itself,”  Goldstein 
says.  “In  that  kind  of  situa¬ 
tion,  you’re  going  to  see  a  lot 
of  movement.  At  Times  Mir¬ 
ror,  we  have  had  a  very  stable 
senior  management  team.” 

In  February,  Jaynie  Stu- 
denmund  announced  her  res¬ 
ignation  after  only  a  two- 
month  stay  as  chief  marketing 
officer  at  the  Times,  citing 
“piersonal  and  family  rea¬ 
sons.”  Studenmund  replaced 
Jeffrey  S.  Klein,  who  quit  in  November  to 
pursue  starting  his  own  company. 

And  in  1997,  Times  editor  Shelby  Coffey 
quit  following  a  major  personnel  shakeup. 
He  was  succeeded  by  Michael  Parks. 

Junck  says  she  told  Willes  in  December 
that  she  wanted  to  resign  but  agreed  to  stay 
on  a  few  more  months.  She  came  to  Times 
Mirror  following  a  20-year  career  with 
Knight  Bidder  on  the  business  side.  As 
publisher  of  The  Sun  in  Baltimore  from 
1993  to  1997,  she  oversaw  a  marketing 
program  overhaul  and  newspaper  redesign 
and  initiated  programs  designed  to  connect 
the  newspaper  to  the  community. 

Sun  editor  John  Carroll  observes  that 
while  publisher,  Junck  enjoyed  the  team¬ 
work  aspect  of  her  job,  and  the  newspaper 
improved  a  lot.  “I  could  tell  she  really 
liked  the  comradery  when  you’ve  got  a  lot 
of  people  working  in  one  place,”  he  says. 

Her  promotion  in  1997  to  senior  vice 
president  gave  her  oversight  of  Eastern 


The  editor  of  the  Catholic  Telegraph, 
the  official  newspaper  of  the  Cin¬ 
cinnati  Archdiocese,  says  she  is  banning 
ads  that  pteople  purchase  to  thank  saints 
for  answering  prayers. 

Editor  Tricia  Hempel,  whose  paper 
.serves  the  archdiocese’s  500,000  Catho¬ 
lics,  says  she  is  banning  the  ads,  begin¬ 
ning  April  1,  because  the  ad  buyers  are 
making  unproven  claims  that  requests 
they  made  in  prayers  have  been 
answered. 

“The  person  believes  the  request  has 
been  answered  and  this  is  a  thank  you,” 


Newspapers,  Times  Mirror 
Magazines,  and  StayWell,  a 
health  publishing  unit.  In 
March  1998,  she  added  the 
title  of  executive  vice  presi¬ 
dent,  an  honor  that  recog¬ 
nizes  performance. 

Junck  will  stay  at  Times 
Mirror  for  another  month  to 
ease  the  transition,  and  hasn’t 
announced  her  career  plans. 
She  says  she  is  exploring 
business  opportunities,  possi¬ 
bly  in  the  media,  in  the 
Baltimore  area,  where  she  sits  on  the  boards 
of  several  organizations  and  her  husband  is 
an  entrepreneur.  Junck’s  title  of  president  of 
Eastern  Newspapers  will  be  discontinued. 
Jan.sen,  who  began  overseeing  the  southern 
Connecticut  newspapers  last  year,  will  mn 
Eastern  Newspapers  while  Zimbali.st  will 
oversee  the  magazines.  The  Morning  Call, 
which  became  Zimbalist’s  responsibility 
last  year,  will  go  to  Jansen. 

Jansen  says  that  set-up  represents  a 
return  to  the  past,  when  former  Newsday 
publisher  David  Laventhol  also  oversaw 
Eastern  Newspapers. 

Jansen,  58,  came  up  the  business  side  at 
Times  Mirror,  serving  in  marketing  and 
publishing  positions  at  Newsday  and  the 
Courant  before  being  named  Times  Mirror 
senior  vice  president  in  1998.  Zimbalist, 
50,  ran  his  family-owned  business,  Correia 
Art  Glass  Inc.,  before  joining  Times  Mirror 
on  the  business  side  in  1992.  He  was 
named  senior  vice  president  in  1998. 


Hempel  told  United  Press  International. 
The  editor  says  she  was  also  concerned 
that  the  ads  appeared  to  be  taking  the 
form  of  chain  letters. 

“The  language  in  them  began  to 
change.  In.stead  of  a  simple  thank  you  to 
St.  Jude  or  to  the  Blessed  Mother,  they 
began  to  include  phrases  like,  ‘Say  this 
prayer  three  times’  and  ‘...  never  been 
known  to  fail,”’  she  told  UPI.  Instead  of 
buying  a  $30  ad,  the  editor  suggested 
Catholic  Telegraph  readers  express  grati¬ 
tude  for  an  answered  prayer  by  making  a 
donation  to  charity.  —  Joe  Nicholson 


Mary  E.  Junck 


Catholic  paper  bans  saint  ads 
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Convention  buzz 
over  Ohio  court  case 


by  Allan  Wolper 

The  1 ,000  student  journalists  Jamming 
New  York  City’s  midtown  hotels  this 
week  for  the  25th  Spring  College 
Media  Advisers  (CMA)  Convention  being 
held  this  week  at  the  Freedom  Forum’s  East 
Side  headquarters  are  concerned  that  a 
Federal  Appeals  Court  in  Cincinnati  might 
muzzle  the  campus  press. 

The  court  will  decide  whether  federal 
Judge  Joseph  M.  Hood  was  correct  by  rul¬ 
ing  that  a  1989  U.S.  Supreme  Court  deci¬ 
sion  that  gave  censorship  rights  to  high 
schools  could  be  applied  to  colleges. 

Hood  cited  the  case,  Hazelwood  vs. 
Kuhimeir,  which  involved  a  public  high 
school  in  Hazelwood,  Mo.,  in  a  November 
1997  decision  at  Kentucky  State 
University.  Hood  said  Kentucky  State  did 
not  err  in  refusing  to  allow  students  to  dis¬ 
tribute  the  1992-1994  issue  of  its  year¬ 
book.  called  “The  Thorobred,”  because  the 
publication  was  not  a  public  forum. 

The  university  pulled  the  yearbook 
because  the  students  did  not  use  the  school’s 
colors  on  the  cover  and  failed  to  identify 
students  in  photo  captions.  Kentucky  State 
then  fired  the  adviser  of  The  Thorobred 
News,  the  student  newspaper,  in  a  dispute 
over  the  quality  of  its  campus  reporting. 

The  adviser  was  reinstated,  but  students 
sued  anyway,  alleging  the  university  was 
violating  their  First  Amendment  rights.  The 
Student  Press  Law  Center  (SPLC)  is  leading 
a  legal  coalition  into  court  March  1 8  to  try 


Introducing  DewarView  3.0 

A  newer  look  and  some  really 
cool  features.  Come  visit  us  at 
America  East  booth  «66,  and  see 
what's  new  with  DewarView. 


and  reverse  the  Kentucky  ruling. 

“If  the  decision  is  upheld,  we  will  see 
conflict  on  college  campuses  and  the  kind 
of  activism  we  haven’t  seen  in  a  long  time,” 
says  Mark  Goodman,  executive  director  of 
the  SPLC,  a  nonprofit  defender  of  student 
press  rights.  Goodman  will  hold  several 
briefings  during  the  convention  to  apprise 
student  editors  and  advisers  on  how  to  deal 
with  repressive  school  administrators. 

The  American  Civil  Liberties  Union, 
The  Society  of  Professional  Journalists, 
The  American  Society  of  Newspaper 
Editors,  and  the  Reporters  Committee  for 
Freedom  of  the  Press  all  filed  briefs  of  sup¬ 
port.  Richard  Goehler,  of  Frost  &  Jacobs, 
one  of  the  lawyers  representing  the  coali¬ 
tion,  is  scheduled  to  fly  to  New  York  City 
after  the  hearing  to  brief  the  CMA  on  the 
court’s  reaction  to  their  legal  pleas. 

College  administrators  supporting  con¬ 
trols  of  the  student  press  are  closely  watch¬ 
ing  the  case,  called  Kincaid  vs.  Gibson,  after 
Charles  Kincaid,  a  former  student  who 
brought  the  suit,  and  Betty  Gibson,  vice  pres¬ 
ident  of  student  affairs  at  Kentucky  State. 

Kathy  Lawrence,  general  manager  of 
the  Daily  Te.xan  at  the  University  of  Texas 
at  Austin,  worries  that  an  adverse  court 
ruling  will  keep  a  Texas  university  rule  in 
place  that  gives  college  newspaper  advis¬ 
ers  the  right  of  prior  review.  “Prior  review 
here  means  the  adviser  can  hold  copy  he 
thinks  is  libelous  or  he  believes  is  an  inva¬ 
sion  of  privacy,  which  we  tend  to  call  ille¬ 
gal  speech,”  says  Lawrence. 


Come  take  a 
newer  view  of 
DewarView: 


15  Crosby  Drive 
Bedford,  MA  01730 
1-800-433-ATEX 
www.atex'.com 


Gannett  drops 
AJR  ad  schedule 

Gannett  Co.’s  decision  to  cancel  this 
year’s  ad  schedule  in  American  Jour- 
\  nalism  Review  has  left  Journal  editors 
wondering  if  one  of  the  nation’s  biggest 
newspaper  companies  is  retaliating 
against  AJR. 

Gannett  notified  AJR  of  the  cancella¬ 
tion  in  the  fall,  before  AJR's  December 
issue  in  which  Geneva  Overholser  takes 
some  shots  at  her  former  Gannett  bosses 
in  a  critical  look  at  corporate  newspaper 
ownership. 

“We’d  heard  beforehand  that  they  were 
not  happy  with  the  direction  of  the  piece,” 
AJR  editor  Rem  Rieder  says.  The  article, 
“Editor  Inc.,”  was  part  of  a  two-year  series 
of  the  “Project  on  the  State  of  the 
American  Newspaper.”  The  series  began  in 
May  1998. 

Overholser,  former  editor  of  the  Gan- 
nett-owned  Des  Moines  Register,  cites  a 
1994  memo  from  a  Register  number 
cruncher  who  wrote:  “There  are  times 
when  our  budget  is  finalized  that  I  feel  like 
I  I’ve  taken  out  its  heart  and  soul.  This  time  I 
I  took  out  a  lot  of  giblets  as  well.  The  1995 
!  budget  is  not  Just  tight,  it  squeaks.” 

I  Gannett  had  advertised  with  AJR  for  at 
least  eight  years,  running  six  to  10  full- 
page  ads  each  year,  Rieder  says.  “I  can’t 
say  100%  whether  there’s  cause  and 
effect,”  Rieder  says.  “It  wouldn’t  surprise 
me.  But  do  I  know  for  sure?  No.  1  Just  know 
we  had  an  eight-year  relationship,  and  it 
ended  in  the  wake  of  these  articles.” 

Gannett  says  it  canceled  the  ads  because 
it  is  diverting  some  trade  publication  adver¬ 
tising  to  campus  newspapers  for  recruit¬ 
ment  purposes. 

Overholser’s  article  also  criticizes  other 
1  companies’  emphasis  on  the  bottom  line. 
“I  think  the  series  has  been  pretty  wide- 
ranging  and  democratic  in  the  number  of 
newspaper  companies  we  dealt  with  and 
how  we  dealt  with  them,”  series  editor 
Tom  Kunkel  says. 

He  says  the  incident  underscores  the 
sometimes  sticky  relationship  between 
trade  publications  and  the  newspaper  com¬ 
panies  whose  ad  dollars  they  rely  on. 

For  her  part,  Overholser  says  she  has  no 
grudge  against  Gannett  and  hopes  the  can¬ 
cellation  doesn’t  detract  from  her  mes¬ 
sage.  “I’ve  been  deeply  concerned  for 
years  about  the  corporatization  of  newspa¬ 
pers.  I’ve  very  strongly  made  the  point 
that  Gannett  is  not  the  singular  villain  in 
this,”  she  says.  —  Lucia  Moses 
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keting  manager  Lynn  Allen.  She  says  the 
250,000-circulation  newspaper  bumped  up 
its  run  by  20,000  copies  the  day  after  last 
year’s  finals  win  and  did  the  same  thing 
this  year  after  the  1999  tournament  pair¬ 
ings  were  announced  last  week. 

The  Louisville  newspaper  al.so  added 
NCAA  coverage  to  its  Web  site,  Courier- 
Joumal.com.  says  Allen,  who  is  not  wor¬ 
ried  about  Web  interest  depleting  print 
readership.  “We  look  at  it  as 
two  different  mediums,  and  we 
I  use  the  Web  site  to  get  people 
.  \  y  to  pick  up  the  paper,”  she  adds. 

In  St.  Petersburg,  where  the 
Tffy  Final  Four  will  be  held,  the 
‘  first  of  five  12-page  special 
sections  by  the  St.  Petersburg 
Times  was  published  on  March 
8,  the  day  the  pairings  were  an¬ 
nounced.  Newspaper  spokes¬ 
man  Mike  Foley  says  the  tour¬ 
nament  is  the  largest  sports 
event  to  occur  in  the  city  and  will  be  a 
focal  point  of  coverage  and  distribution. 

“We  are  sending  a  reporter  to  every 
see  NCAA  on  page  38 


by  Joe  Strupp 


The  News  and  Observer,  which  also 
serves  nearby  tournament  participants  the 
University  of  North  Carolina  in 
Chapel  Hill  and  UNC-Char- 
lotte,  is  already  preparing  for  a  L 

special  extra  edition  to  be  sold  ;  \ 

if  Duke  wins  it  all.  Allen  says 
that  the  newspaper’s  9-year-old 
Web  site,  News-Observer.com, 
is  offering  coverage  through  a  ^ 
new  alliance  with  Nando.com, 
which  serves  other  McClatchy 
newspapers  with  similar  sites. 

At  The  Courier-Journal  in 
Louisville,  Ky.,  whose  reader- 
ship  spans  five  tournament  teams  — 
including  the  1998  champion  University  of 
Kentucky  —  the  tournament  means  at  least 
several  larger  press  runs,  according  to  mar¬ 


The  64-team  NCAA  men’s  basketball 
tournament  promises  to  be  a  historic 
juncture  in  the  battle  of  the  Web  and 
traditional  print  media  for  the  hearts, 
minds,  and  pocketbooks  of  sports  fans. 

At  a  time  when  sports  Web  sites  are 
more  popular  than  ever,  and  newspapers 
are  looking  at  special  events  to  bolster 
readership  and  revenue,  the  three-week, 
national  playoff  is  a  key  opportunity  for 
both  mediums  to  promote  themselves  and 
serve  fan  needs. 
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“It  is  really  on  the  upswing,”  says  James 
Jackson,  who  operates  the  official  NCAA 
tournament  Web  site,  www.finalfour.net. 

The  tournament  began  on  March  1 1  in 
a  handful  of  cities  and  ends  over  the 
March  27-29  weekend  with  the  Final 
Four  in  St.  Petersburg,  Fla. 

The  NCAA  site  —  presented  by  Host 
Communications  and  Total  Sports  — 
includes  a  Final  Four  history  page,  live 
coverage  of  each  tournament  game,  sta¬ 
tistics,  an  online  shopping  area,  and  audio 
highlights,  Jackson  says.  He  says  that 
Web  site  activity,  which  saw  109  million 
hits  over  the  tournament’s  three- week 
period  last  year,  is  expected  to  increase  by 
40%  to  50%  this  year. 

But  more  Web  offerings  don’t  frighten 
newspaper  veterans  such  as  Tim  Allen, 
marketing  services  director  of  the  The 
News  and  Observer  in  Raleigh,  N.C., 
which  covers  former  NCAA  champion 
Duke  University.  Allen  says  newspapers 
that  provide  consistent,  quality  coverage 
can  beat  down  the  Web  competition,  espe¬ 
cially  if  their  home  teams  are  in  the  finals. 

“1  still  think  the  newspaper  has  the 
depth  and  analysis  you  don’t  get  online,” 
says  Allen. 


by  Joe  Strupp 


after  DiMaggio’s  death  was  announced. 
The  section  included  a  36-page  wrap 
around  the  regular  Monday  edition, 
which  also  was  sold  with  each  Tuesday 
morning  paper. 

“We  felt  that  he  was 

- -  big  enough  to  pull  this 

off,”  says  Daily  News 
assistant  sports  editor 
Leon  Carter.  He  says 
about  60%  of  the  stories 
were  pre-written.  “We 
wanted  to  get  it  out  for 
the  rush  hour  instead  of 
waiting  until  the  next 
day;  we  wanted  to  get 
an  edge  in  the  market.” 

A  Daily  News 
spokesperson,  who  de¬ 
clines  to  cite  the  cost  of  the  extra  cover¬ 
age,  says  the  DiMaggio  wrap  matched 
the  largest  previous  wraparound,  the 
Sept.  12,  1998  issue  that  included  tran¬ 
scripts  of  Kenneth  Starr’s  report  on  the 
Clinton-Lewinsky  affair. 

Special  wrap-around  sections  also  were 
see  DiMaggio  on  page  38 


New  York’s  daily  newspapers  report¬ 
ed  the  death  of  baseball  legend  Joe 
DiMaggio  with  a  flurry  of  special 
sections  and  extra  edi¬ 
tions  that  equaled 
coverage  usually 
reserved  for  the 
deaths  of  presidents 
or  nationwide 
tragedies,  editors  say. 

With  multipage 
wraps  and  in-depth 
pieces  discussing 
everything  from  the 
Yankee  Clipper’s 
boyhood  home  to  the 
rising  value  of  his  autograph,  .several 
newspapers  offered  up  more  space  for  the 
84-year-old  Hall-of-Famer  following  his 
death  than  had  been  given  for  any  previ¬ 
ous  sports  hero. 

The  biggest  special  section  came 
through  the  New  York  Daily  News,  which 
put  out  30,000  copies  of  an  extra  after¬ 
noon  edition  on  March  8,  about  12  hours 
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Federal  estate  tax 
repeal  rides  again 


by  Joe  Strupp 

The  future  of  the  federal  estate  tax, 
which  has  been  the  bane  of  family- 
owned  newspapers  for  decades, 
remains  uncertain  as  a  proposed  repeal 
works  its  way  through  a  Con¬ 
gress  searching  for  tax  cuts 
but  reluctant  to  let  go  of  lucra¬ 
tive  revenue  sources. 

“There’s  clearly  a  lot  of 
support  among  Republicans  to 
phase  it  out,”  says  Greg  Jenner 
of  Price WaterhouseCoopers,  a 
Washington  lobbyist  special¬ 
izing  in  tax  issues.  “It  depends 
on  how  strongly  the  [Clinton] 
administration  is  going  to  Rep.  Jennifer  Dunn 
fight  it.” 

The  estate  tax,  which  runs  as  high  as 
55%  on  those  who  inherit  businesses, 
would  be  pha.sed  out  by  5%  annual  decrease 
until  its  full  elimination  in  2010  under  leg¬ 
islation  co-sponsored  by  Rep.  Jennifer 
Dunn  (R-Wash.)  and  Rep.  John  Tanner  (D- 
Tenn.). 

Two  related  bills  include  a  proposal  by 
Rep.  Christopher  Cox  (R-Calif.)  that  would 
immediately  repeal  the  death  tax,  while  a 
third  bill  combines  Dunn’s  death  tax  repeal 
with  a  proposal  by  Rep.  Jerry  Weller  (R-Ill.) 
to  ease  the  marriage  income  tax  penalty. 

All  three  are  among  a  package  of  tax 
cuts  being  considered  by  the  House  that 
could  result  in  up  to  $15  billion  in  reduc¬ 
tions  for  2000.  Congressional  insiders  say 
competition  from  other  proposed  cuts, 
such  as  a  marriage  penalty  repeal,  could 
hurt  chances  for  removing  the  estate  tax. 

“Phasing  it  out  is  likely  to  get  attention, 
but  I’m  not  sure  they  would  repeal  it  all,” 
says  Congressional  Quarterly  tax  reporter 
Lori  Nitschke. 

Former  Oregon  Sen.  Bob  Packwood. 
now  a  prominent  lobbyist,  says  the  repeal 
should  be  able  to  gamer  enough  support 
but  has  competition.  “There  is  a  great 
push  for  other  tax  cuts,  more  than  there  is 
money  for,”  he  says. 

So  far,  more  than  1 30  of  the  435  House 
members  have  signed  on  as  co-sponsors  to 
the  Dunn-Tanner  bill,  according  to  Tanner 
spokesman  Jeff  Fleming. 


Currently,  the  tax  is  not  levied  on  the 
first  $650,000  of  inheritance  under  an 
exemption  ceiling  set  to  increase  to  $1 
million  by  2006.  The  tax  raises  about  $16 
billion  annually,  or  just  under  1 .4%  of  all 
federal  revenue,  according  to  Congres- 

_  sional  Quarterly. 

The  tax,  enacted  in  1916, 
initially  hoped  to  break  up  and 
redistribute  the  nation’s 
wealth  at  that  time  and  later 
served  as  a  key  revenue 
source  during  World  War  I. 

In  recent  decades,  as  news¬ 
paper  revenues  have  inched 
downward,  families  that  own 
newspapers  have  turned  to  sell- 
r  Dunn  ing  them  so  heirs  could  avoid 
paying  the  federal  tax.  The  pro¬ 
posed  repeal  brought  praise  from  a  number 
of  family-owned  newspaper  executives. 

“I  think  it’s  terrific,”  says  Seattle 
Times  publisher  Frank  Blethen,  whose 
great-grandfather,  Alden  Blethen,  started 
the  newspaper  in  1 896.  Tom  Mitchell,  co¬ 
owner  of  the  12,000-circulation  Tinies- 
Argus  in  Barre,  Vt.,  echoed  Blethen’s 
views.  “It  would  help  us,  it  would  relieve 
one  of  the  pressures,”  says  Mitchell. 

Dunn  and  Tanner  proposed  a  similar 
bill  in  May  1998  that  would  have  phased 
out  the  tax  by  2009,  but  it  died  in  commit¬ 
tee,  according  to  Fleming.  He  says  the 


previous  legislation  simply  did  not  have 
enough  time  to  gamer  support. 

Blethen  says  a  misconception  that  a 
repeal  would  help  only  wealthy  publishers 
and  remove  needed  government  revenue 
kept  it  alive. 

“I  think  it  was  hard  for  [Congress]  to 
understand  what  a  worthless  law  this 
was,”  says  Blethen. 

Dunn  contends  that  the  tax  has  had  a 
direct  effect  on  the  sale  of  family-owned 
businesses,  adding  that  70%  of  them  are 
not  passed  on  to  the  next  generation,  and 
87%  do  not  make  it  to  the  third  generation 
because  of  the  tax  burden. 

For  family-owned  papers,  the  trend  is 
similar.  In  1989,  387  independently 
owned  newspapers  operated  in  the 
United  States,  according  to  Dirks,  Van 
Essen  &  Associates,  a  New  Mexico  bro¬ 
kerage  firm  specializing  in  newspapers. 
That  number  dropped  to  329  in  1994  and 
today  is  272. 

“Any  kind  of  legislative  relief  will  help 
with  that  particular  problem  and  result  in 
fewer  independents  selling,”  says  Owen 
Van  Essen,  the  firm’s  president. 

One  such  example  is  the  170,000-circu¬ 
lation  Press-Enterprise  of  Riverside, 
Calif,  which  had  been  family-owned  for 
more  than  65  years  when  it  was  sold  to 
A.H.  Belo  Inc.  in  1997.  Former  co-owner 
Tim  Hays,  whose  father  bought  a  majori¬ 
ty  ownership  in  the  newspaper  in  1931, 
says  the  looming  death  tax  was  a  key  rea¬ 
son  why  his  family  sold.  “The  inheritance 
tax  is  very  steep,”  says  Hays. 

But  Van  Essen  stresses  that  other  rea¬ 
sons  such  as  an  heir’s  noninterest  in  the 
family  newspaper  and  the  rising  cost  of 
newspaper  operations  often  contribute  to 
the  decision  to  .sell  a  publication.  H 


E&P:  A  carpenter  for  Pulitzer 


by  Joe  Strupp 

A  60-year-old  antique  desk  that  once 
belonged  to  journalism  legend 
Joseph  Pulitzer  and  now  resides  in  the 
Columbia  University  School  of 
Journalism  will  get  a  sprucing  up 
through  a  donation  from  The  Editor  & 
Publisher  Co. 

The  $4,738  contribution  comes  from 
the  Editor  &  Publisher  Charity 
Auction,  which  raised  the  money 
last  month  through  an  online  auction 
event.  The  donation  will  refurbish  the 
oak  desk  that  Pulitzer  used  during  his 


first  seven  years  as  editor  of  the  New 
York  World. 

The  auction  took  place  during  the 
Editor  &  Publisher  Interactive  Newspa¬ 
pers  Conference  in  Atlanta,  Ga.,  which 
ran  from  Feb.  17-20.  During  the  confer¬ 
ence,  many  participants  donated  items 
for  auction  that  were  bid  upon  through 
the  Auction  Universe  Web  site. 

The  desk  had  originally  been  donated 
to  Columbia  University  in  the  1 940s  by 
former  Editor  &  Publisher  Chairman  of 
the  Board  James  Wright  Brown,  great¬ 
grandfather  of  E&P  publishers  D.  Colin 
and  Christopher  Phillips. 
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Publishers,  executives  key  on 
marketing  to  echo  boomers 


Inland  Press  Association 

by  Steve  Klinger 

Speakers  wove  a  common  thread 
through  two  Inland  Press  Associ¬ 
ation  publishers’  conferences  in 
Tucson,  Ariz.  Feb.  25-March  3:  the  criti¬ 
cal  challenge  of  marketing  newspapers  to 
readers  and  advertisers  on  the  cusp  of  the 
21st  century.  But  it  wasn’t  all  work.  The 
schedule  included  several  social  events, 
golf  and  tennis  tournaments,  and  an 
appearance  by  actor  and  NRA  president 
Charlton  Heston. 

Rich  Honack,  assistant  dean,  director 
of  marketing  and  communications  for  the 
Kellogg  Graduate  School  of  Management 
at  Northwestern  University,  told  atten¬ 
dees  at  the  Key  Executives  Conference 
there  is  a  real  urgency  for  newspapers  to 
come  to  grips  with  a  rapidly  changing 
marketplace  and  the  next  flood  of  new 
consumers.  Generation  Y  —  the  so-called 
echo  boomers. 

Reflecting  on  remarks  he  made  at  an 
address  in  Canada  several  years  ago, 
Honack  emphatically  said  he’s  revised  his 
thinking:  “I  said,  ‘The  sky  is  not  falling, 
don’t  worry  about  it.’  Well,  I’ve  changed 
my  mind.” 

Speaking  to  over  200  publishers  and 
group  executives  at  Tucson’s  Sheraton  El 
Conquistador  Resort,  Honack  said  tradi¬ 
tional  thinking  won’t  work  with  con¬ 
sumers  coming  of  age  with  e-mail  and 
skateboards  and  whose  aversion  to  the 
status  quo  is  already  hitting  home  with 
companies  like  Levi  Strauss,  which  just 
announced  massive  plant  closings. 

In  a  sentiment  echoed  frequently  in 
both  the  Weekly  Publishers  and  the  Key 
Executives  conferences,  Honack  said, 
“It’s  time  to  change.”  Publishers  need 
to  understand  the  dynamics  of  their 
own  market  position,  he  said,  and  be 
aware  of  new  competition  and  where  it’s 
coming  from. 

“The  Generation  Y  thing  is  real,” 
Honack  warned.  “It’s  coming  like  a  tidal 
wave.  They’re  gonna  eat  your  lunch.” 

Willis  Duff,  chief  creative  officer  for 
Media  Advisors  International,  the 
Dallas-based  parent  company  of  Belden 
Associates  and  five  other  newspaper  and 
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conferences  focus  on  21st  century  branding 


broadcast  consulting  companies,  said  a 
tool  publishers  must  learn  to  use  effec¬ 
tively  is  market  research  and  the  light  it 
sheds  on  trends  affecting  their  markets. 
Duff  said  newspapers  need  to  analyze 
their  readers  and  use  their  own  extraor¬ 
dinarily  powerful  medium  for  self-pro¬ 
motion.  A  study  he  will  soon  publish 
clusters  readers  in  different  markets 
according  to  their  readership  habits  and 
challenges  the  assumptions  of  publishers 
who  claim  to  know  what 
their  readers  are  thinking. 

Duff  said  his  research 
underlines  the  importance 
of  telling  today’s  compart¬ 
mentalized  readers  about 
editorial  changes,  not  Just 
expecting  them  to  notice 

differences  on  their  own.  _ 

“Sell  what  you’ve  got 

that’s  new,”  Willis  said,  “or  people  won’t 

know  you  have  it.” 

Both  Willis  and  Sharen  Kardon, 
director  of  marketing  with  The  Post  and 
Courier,  Charleston,  S.C.,  who 
addressed  the  Weekly  Publishers 
Conference,  stressed  the  importance  of 
understanding  branding  or  the  pattern  of 
relationships  a  newspaper  shares  with 
its  readers  and  advertisers  through  its 
image  elements. 

Duff  said  research  can  help  newspa¬ 
pers  learn  if  their  brand  is  well-defined 
and  strong,  characteristics  most  helpful 
in  guarding  against  competition. 

Kardon  said  event  marketing  and  stra¬ 
tegic  partnerships  with  advertisers  and 
other  media  can  help  smaller  papers 
maintain  a  vital  identity  at  millennium’s 
end,  making  the  goals  they've  identified 
after  careful  research  attainable. 

Marketing  from  an  editorial  perspective 
and  newsroom  resistance  to  marketing 
change  were  the  subjects  of  another  work¬ 
shop  at  the  Key  Executives  Conference. 
Frank  Denton,  editor  of  the  Wisconsin 
Stare  Journal,  Madison.  Wis.,  said  the 
same  qualities  that  make  good  editors  — 
wariness,  caution,  skepticism  —  often 
cause  them  to  resist  ideas  from  the  mar¬ 
keting  department.  As  Journalists,  editors 
must  be  concerned  about  their  credibility. 
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he  said,  “It’s  our  brand  equity.” 

Though  they  may  feel  threatened  by 
certain  marketing  initiatives,  Denton 
said  savvy  editors  recognize  their  crucial 
role  in  the  industry.  “Real  marketing 
is  not  selling,”  Denton  said.  “It  is  a 
philosophy  and  process  that  flow  directly 
and  exclusively  from  customers’  needs 
and  wants.” 

He  said  editors  need  not  sacrifice 
ethics  or  standards  but,  armed  with  mar¬ 
ket  research,  should 
strive  to  increase  capaci¬ 
ty  for  change  and  work 
to  build  a  positive  sense 
of  community  without 
being  mislead. 

Mark  Mulholland,  di¬ 
rector  of  marketing  for 

_  Lee  Enterprises  Inc., 

reinforced  the  theme  that 
an  enlightened  view  of  marketing  must 
pervade  the  entire  staff  of  newspapers 
that  wish  to  remain  successful  in  the  cur¬ 
rent  economic  environment. 

Mulholland  described  marketing  as  a 
“process  of  achieving  business  success  by 
providing  value  to  customers.” 

“It  becomes,  in  my  opinion,  the  single 
most  important  key  to  the  newspaper 
industry’s  ability  to  survive  and  thrive 
into  the  new  millennium,”  he  said. 

Mulholland  told  his  Key  Executives  lis¬ 
teners  marketing  is  relatively  simple  in  con¬ 
cept  but  amazingly  complex  in  application. 
Paramount,  he  said,  is  that  “you  know  how 
people  perceive  you  and  your  competitors, 
because  marketing  isn’t  really  a  battle  of 
products.  . . .  It’s  a  battle  of  perceptions.” 

Ray  Carlsen,  executive  director  of  the 
nonprofit  Inland  organization,  known  for 
its  educational  .seminars  and  industry- 
standard  national  cost  and  revenue  stud¬ 
ies,  said  nearly  350  people  registered  for 
the  three-day  Key  Executives  meeting, 
which  convened  a  day  after  the  Weekly 
Publishers  Conference  at  the  Tucson 
Hilton  East  adjourned. 


Klinger  is  former  editor  and 
publisher  of  the  weekly  Las  Cruces 
Bulletin.  A  writer  and  media  consul¬ 
tant,  he  lives  in  Las  Cruces,  N.M. 
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Gannett  Joins  Singleton’s 
Calif,  marketing  megagroup 

Antes  up  its  80,000-circulation  San  Bernardino  Sun 
into  the  MediaNews-Donrey  newspaper  jackpot 


by  Lucia  Moses 

William  Dean  Singleton’s  rapidly 
expanding  Southern  California 
empire  just  got  bigger. 

Singleton  is  adding  Gannett  Co.’s  San 
Bernardino-based  Sun  to  the  previously 
announced  California  partnership  be¬ 
tween  his  MediaNews  Group  and  the 
Donrey  Media  Group.  As  in  that  arrange¬ 
ment,  no  money  will  change  hands  for  the 
Sun,  but  Gannett  will  get  an  undisclosed 
piece  of  the  tripartite  partnership  and  a 
seat  on  its  seven-member  board. 

The  Justice  Department  has  approved 
the  transaction.  Singleton  says,  adding 
that  the  Sun  will  continue  printing  some 
editions  of  Gannett ’s  flagship  USA  Today. 
“It’s  a  beautiful  fit,”  Singleton  says. 


“San  Bernardino  is  one  of  the  fastest- 
growing  counties  in  the  country.” 

The  previously  announced  deal  calls  for 
combining  10  Donrey  dailies  and  two 
nondailies  with  10  MediaNews  dailies  later 
this  month  in  a  bid  to  boost  the  marketing 
clout  of  all  of  them.  The  new  company, 
California  News¬ 
papers  Partnership, 
is  to  be  two-thirds 
owned  by  Garden 
State  Newspapers 
—  Singleton’s  part¬ 
nership  with  Rich¬ 
ard  Scudder  —  and 
one-third  owned  by 
Donrey,  with  the 
profits  to  be  split 
proportionately. 


Papers  in  the  partnership  are  to  be  market¬ 
ed  to  advertisers  in  two  California  groups: 
northern  and  southern. 

The  80,040-daily  circulation  Sun  fig¬ 
ures  to  become  the  23rd  California  daily 
under  Singleton’s  control.  Together  they 
sell  nearly  920,000  copies  daily. 

Singleton  says  he  plans  no  staff  or  orga¬ 
nizational  changes  at  the  Sun,  which  is  to 
be  managed  by  his  Los  Angeles  News¬ 
paper  Group. 

The  group  —  including  the  Los 
Angeles  Daily  News,  Long  Beach  Press- 
Telegram,  and  Pasadena  Star-News  — 
markets  preprint  advertising  Jointly  with 
the  the  Los  Angeles  Times.  Though  that 
alliance  has  been  the  subject  of  an  inquiry 
by  the  U.S.  Justice  Department,  Singleton 


“We  have  our  own  plans 
to  grow  in  this  market. 
We  don’t  think  this 
is  affected  by  that.” 

—  Marcia  McQuern,  publisher, 
Riverside  Press-Enterprise 


BSfP  NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1 

3/10/99 

3/3/99 

3/10/98 

■ 

3/10/99 

3/3/99 

A.H.  Belo  Corp.  (NY)+ 

18.438 

17.938 

26.875 

McClatchy  Co.  (NY) 

33.188 

32.813 

28.313 

American  Media  Inc.  (NY) 

6.375 

6.500 

7.500 

Media  General  Inc.  (AM) 

49.250 

49.188 

49.125 

Central  Newspapers  Inc.  (NY) 

35.313 

35.125 

35.938 

New  York  Times  Co.  (NY)+++ 

31.438 

30.250 

32.532 

Dow  Jones  &  Co.  Inc.  (NY) 

47.500 

47.063 

54.813 

News  Corp.  Ltd. 

29.313 

28.813 

26.938 

E.W.  Scripps  Co.  (NY) 

41.563 

41.125 

53.750 

Pearson  Ltd. 

22.250 

22.250 

16.375 

Gannett  Co.  Inc.  (NY) 

65.000 

62.500 

66.125 

Pulitzer  Publishing  Co.  (NY) 

79.000 

78.750 

79.750 

Gray  Comm.  Sys.  (NY) 

18.188 

18.188 

27.250 

Quebecor  Inc.  Class  A 

21.250 

21.250 

19.750 

Harte-Hanks  Inc.  (NY)++ 

27.188 

27.313 

21.282 

Sun  Media  Corp.  (TSE)* 

21.000a 

21.000a 

16.300a 

Hollinger  International  (NY) 

12.875 

12.875 

16.750 

Thomson  Corp.  (TSE) 

38.700a 

36.200a 

43.500a 

Journal  Register  Co.  (NY) 

13.188 

12.625 

20.375 

Times  Mirror  Co.  (NY) 

56.375 

55.938 

62.938 

Knight  Bidder  (NY) 

50.250 

49.813 

56.563 

Tribune  Co.  (NY)** 

67.750 

65.188 

67.125 

Lee  Enterprises  Inc.  (NY) 

27.063 

27.125 

32.500 

Washington  Post  Co.  (NY) 

549.000 

546.375 

512.250 

*  Initial  public  offering  closed  on  12/15/97 
**  Adjusted  for  2-for-1  stock  split 

+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98 
+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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says  he’s  confident  it  will  pass  muster. 

“It  sounds  strategically  like  a  smart  move  for  the  Garden 
State  group,”  analyst  Peter  Appert  of  BT  Alex,  Brown  &  Sons 
says  of  the  Sun  deal. 

Area  newspapers  say  the  newest  addition  to  Singleton’s 
unusual  newspaper  management  and  marketing  scheme  won’t 
hinder  their  plans  to  compete  aggressively  in  San  Bernardino. 
“We  completely  reorganized  our  organization  so  we  can  com¬ 
pete  regionally,”  says  Robert  Magnuson,  senior  vice  president 
for  regions  at  the  Times.  “We’re  determined  to  grow  there.  I 
don’t  care  who  owns  what.”  The  Sun  “was  struggling,” 
Magnuson  says,  adding:  “It  will  be  interesting  to  see  what 
Singleton  does.  Anytime  you  have  someone  with  as  large  a  pres¬ 
ence  as  he  does  in  our  market,  it  certainly  ups  the  ante.” 

At  A.H.  Belo  Corp.’s  Riverside-based  Press-Enterprise, 
which  launched  a  San  Bernardino  edition  two  years  ago,  pub¬ 
lisher  Marcia  McQuern  says  the  Sun's  move  puts  more  pres¬ 
sure  on  the  Times  than  on  the  Press-Enterprise.  “We  have  our 
own  plans  to  grow  in  this  market.  We  don’t  think  this  is  affect¬ 
ed  by  that.” 


Calif,  group  is  for  sale 


Crystal  City,  Mo.-based  Central  Valley  Publishing  Holdings 
Inc.,  formerly  USMedia  Group,  has  put  its  California  newspa¬ 
pers  on  the  block.  The  group’s  six  dailies,  with  combined  circu¬ 
lation  of  49,500,  include  the  19.500-circulation,  six-day  Merced 
Sun-Star;  eight  paid  weeklies  with  a  combined  circulation  of 
29,000;  plus  18  free  weeklies.  “We  felt  like  this  was  the  time  we 
could  get  the  best  price  for  our  newspapers,”  says  Eugene  A. 
Mace.  CEO  and  one  of  three  owners  of  the  company. 


Torstar  posts  losses 


The  parent  company  of  the  Toronto  Star  reported  a  loss  for 
the  fourth  quarter  and  all  of  1998  after  the  effects  of  a  C$1 1.6 
million  charge  from  its  failed  bid  for  Sun  Media.  C$10  million 
in  Y2K  costs,  and  a  C$99  million  loss  from  the  sale  of  its  chil¬ 
dren’s  book  publisher.  Toronto-based  Torstar  Corp.  posted  a 
fourth-quarter  net  loss  of  C$9.2  million,  compared  with  net 
earnings  of  C$195.8  million  in  the  year-ago  period.  Quarterly 
revenues  rose  to  C$356.2  million  from  C$332.7  million. 

For  the  year,  the  loss  amounted  to  C$5.1  million,  compared 
with  net  earnings  of  C$260  million  in  1997,  on  revenues  of 
C$1.3  billion,  up  from  C$1.2  billion  in  1997.  Income  from  con¬ 
tinuing  operations  advanced  to  C$1 00.8  million  for  1998,  from 
C$93  million  in  1997.  Newspaper  profits  in  1998  rose  slightly 
to  C$8 1 .9  million  as  Star  profits  slipped. 


Thomson  lifts  ’98  profit 


Toronto-based  Thomson  Corp.  reported  net  earnings  of  $1.8 
billion  last  year,  vs.  $550  million  in  1997,  as  revenues  rose  to 
$6.27  billion  from  $5.85  billion.  Earnings  from  continuing 
operations  were  $474  million,  an  18.8%  increa.se  over  1997. 

Newspaper  sales  increased  7.8%  to  $951  million  in  1998 
while  operating  profits  rose  7.8%  to  $180  million.  Circulation 
increased  0.7%  daily,  1.2%  Saturday,  0.8%  Sunday,  as  ad  rev¬ 
enue  grew  7.1%,  excluding  acquisitions.  Its  flagship.  The  Globe 
and  Mail  of  Toronto,  posted  higher  sales  and  operating  profits. 
Thomson  has  58  U.S.  dailies. 
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In  St.  Pete,  an  antidote 
to  Monicagate  remorse 


Apparently,  the  press  is  not  yet  done  wallowing  in  Monicagate.  The  scandal-dri¬ 
ven  news  cycle  that  never  quite  stopped  is  spinning  furiously  anew  with  the 
arrival  of  Ms.  Lewinsky’s  book,  her  televised  interviews  here  and  abroad,  plus 
the  on-the-record  surfacing  of  Juanita  Broaddrick’s  sexual  assault  allegations.  And  as 
night  follows  day,  newspapers  and  other  serious  news  organizations  are  falling  back  into 
a  slough  of  despondency  as  they  look  upon  their  works  during  this  scandal  —  and  weep. 

Certainly,  the  press  has  much  to  be  sorry  for. 

Its  conduct  during  the  Lewinsky  scandal  cover¬ 
age  embraced  nearly  every  conceivable  journal¬ 
istic  sin  writ  large:  pack  journalism  at  its  most 
frenzied,  sloppy  or  nonexistent  sourcing,  fatal 
over-reliance  on  anonymous  quotes,  and  a  pref¬ 
erence  for  forecasting  the  news  rather  than 
reporting  it. 

Lost  in  this  return  to  the  All-Monica-All-The- 
Time  news  cycle  was  the  culmination  a  couple 
of  weeks  ago  of  another  scandal  —  one  whose 
coverage  reflected  the  best  of  investigative 
newspaper  journalism.  A  Florida  jury  returned  a  guilty  verdict  on  racketeering  and 
grand  theft  charges  again.st  the  Rev.  Henry  J.  Lyons,  president  of  the  National  Baptist 
Convention  USA  Inc.,  the  nation’s  largest  association  of  black  churches.  Those  charges 
might  never  have  surfaced  if  not  for  the  aggressive  but  fair  coverage  of  the  St. 
Petersburg  Times. 

The  parallels  with  the  Lewinsky/Clinton  matter  are  .striking:  This  scandal,  too, 
involved  a  charismatic  and  popular  leader  caught  up  in  allegations  of  adultery  and  cov¬ 
ers.  Lyons  first  came  to  public  attention  in  the  summer  of  1997  when  his  wife  set  tire  to 
a  $700,000  waterfront  home  he  had  bought  with  his  mistress.  As  the  Times  dug  deeper 
into  the  story,  Lyons’  defenders  countered  with  a  charge  resonant  of  Monicagate:  “It’s 
just  about  sex.”  Lyons  himself  never  hesitated  to  u.se  the  race  card  to  try  to  cow  the  paper 
into  retreat. 

But  the  real  story  was  not  about  race  or  sex  —  and  the  Times  told  it.  The  newspaper 
exposed  a  clergyman  who  has  now  been  convicted  of  pockeftng  nearly  all  of  a  $240,(XX) 
donation  from  the  Anti-Defamation  League  of  the  B’nai  B’rith  —  money  that  was  sup¬ 
posed  to  go  to  rebuild  black  churches  destroyed  by  arson.  The  Times  investigation 
uncovered  a  lavish  lifestyle  financed  by  such  frauds  as  selling  bogus  mailing  lists  to 
marketers.  The  paper’s  long  and  careful  investigation  is  preserved  on  the  Internet 
(www.sptimes.com/News2/lyons/stories).  Journalists  depressed  about  Monicagate 
should  take  a  look.  The  Times  demonstrates  how  the  press  can  report  on  a  man  who  sold 
his  soul  —  without  losing  its  own  in  the  process. 


Coverage  of  this 
scandal  reflected  the 
best  of  investigative 
newspaper 
journalism. 
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LETTERS  ExSfP 


Open  more 
newsroom  doors 

Your  story  about  democracy  in  the 
newsroom  (Feb.  20,  p.  26)  was  encourag¬ 
ing.  It  is  good  to  see  more  and  more  news¬ 
rooms  opening  up  story  conferences  both 
to  other  departments  and  to  more  junior 
Journalists.  As  an  editor  for  18  years,  1 
appreciated  the  positive  contribution  that 
other  functions  could  bring  to  the  table 
and  also  the  morale-building  effect  this 
could  have  within  the  newsroom  itself. 

I  recently  polled  40  circulation  execu¬ 
tives  from  around  the  country  in  advance 
of  an  American  Press  Institute  (API)  sem¬ 
inar.  Only  28%  said  they  attended  news 
meetings  daily,  while  33%  said  they  never 
attended  one.  Most  of  the  rest  went  just 
once  a  week.  A  similar  poll  of  40 
Thomson  circulation  executives  showed 
that  100%  of  them  went  to  story  confer¬ 
ences  every  day. 

Indeed,  one  of  them  said  that  since  he 
started  attending  these  meetings,  the  sin¬ 
gle-copy  sale  of  his  newspaper  has  in¬ 
creased  by  20%. 

Newsrooms  can  no  longer  be  no-go 
areas  except  for  a  privileged  few.  Thom¬ 
son  has  worked  particularly  hard  to  end 
this  professional  Apartheid.  Our  Reader 
inc.  initiative  is  dedicated  to  uniting  these 
two  departments  behind  the  primary  goal 
of  growing  readership.  For  example,  just 
two  weeks  ago,  we  held  our  second  annu- 

50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  March  12, 1949 

The  International  Typographical 
Union  takes  steps  that  could  result  in 
the  expulsion  of  the  leadership  of  San 
Francisco  Local  21  for  signing  a  mem¬ 
orandum  of  agreement  with  local  pub¬ 
lishers.  ITU  president  Woodruff  Ran- 
dolf  said  the  agreement  is  “obviously  a 
violation”  of  “no-contract”  provisions 
of  union  laws  and  of  the  executive 
committee’s  order. 

Meanwhile,  Cranston  Williams,  gen¬ 
eral  manager  of  the  American  News¬ 
paper  Publishers  Association,  says  in  a 
letter  to  every  U.S.  senator  that  except 
for  the  ITU,  all  other  new.spaper  unions 
adjusted  to  terms  of  the  Taft-Hartley 
Act  that  allow  employers  to  hire  work¬ 
ers  irrespective  of  union  membership. 


al  joint  conference  for  editors  and  circula¬ 
tion  directors.  More  than  120  people  from 
both  departments  worked,  learned,  and 
forged  stronger  relationships  together. 
Over  the  last  year,  they  have  swapped  jobs 
and  worked  side-by-side  in  project  teams. 
One  senior  editor  says  he  and  his  circula¬ 
tion  colleague  are  now  “like  brothers.” 

Having  reporters  and  writers  in  on  the 
act  —  particularly  on  smaller  dailies  — 
also  reaps  benefits.  After  all,  they  are  clos¬ 
er  to  what’s  going  on,  appreciate  the 
opportunity  to  intluence  the  news  agenda, 
and  relish  seeing  the  big  picture.  This 
brings  ownership  and  commitment. 

Bringing  readers  into  the  daily  dialogue 
is  the  next  logical  step.  It’s  time  all  editors 
brought  their  decision-making  out  into  the 
open.  What  have  they  got  to  hide? 


Services  Inc.  and  should  not  be  used  as  a 
generic  term  for  temporary  personnel  or 
temporary  services  our  company  pro¬ 
vides.  Although  the  article  mentions  that 
some  of  Microsoft’s  temporary  workers 
are  employees  of  Kelly  Temporary 
Services,  another  unit  of  Kelly  Services, 
it  also  states  that  some  are  employees  of 
Volt  S&T  Online.  Please  help  us  protect 
our  “Kelly  Girl”  mark  by  not  using  it  as  a 
generic  term  for  temporary  personnel. 

Cheryth  Taylor 
legal  assi.stant, 
Kelly  Services, 
Troy,  Mich. 

Hart  underrated 


Terry  Quinn 
sr.  v.p.  reader/product  development. 

Thomson  Newspapers, 
Stamford.  Conn. 

Kelly  Girls  retort 

This  concerns  the  article  entitled  “Guild 
targets  Microsoft”  by  Mark  Fitzgerald 
(Jan.  30.  p.  3 1 ),  who  in  discussing  the  large 
number  of  temporary  employees  who 
work  for  Microsoft  describes  them  as  “the 
cyberspace  version  of  ‘Kelly  Girls.’” 

Please  be  advised  that  “Kelly  Girl”  is  a 
federally  registered  trademark  of  Kelly 
Properties  Inc.,  a  subsidiary  of  Kelly 


Your  new  system  for  rating  comic 
strips  proves  once  again  that  Johnny 
Hart,  creator  of  “B.C.”  and  “The  Wizard 
of  Id,”  is  No.  1 .  The  new  poll  {E&P,  Feb 
20,  p.  37)  gives  points  for  each  comic 
strip  and  concludes  that  Lynn  Johnston, 
creator  of  “For  Better  or  For  Worse,”  is 
on  top  with  1,105  points.  But  the  com¬ 
bined  total  of  Johnny  Hart’s  two  comic 
strips  is  1 ,564  points,  putting  him  in  first 
place  by  more  than  40%. 

Richard  Newcombe 
president  and  CEO, 
Creators  Syndicate, 
Los  Angeles,  Calif. 
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Custom  designs  welcome 
affordable  prices 

Volume  discounts  45"H  x  49”W  x  1 
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Dirks,  Van  Essen  &  Associates 


BRAZOSPORT  FACTS 

DAVID  BLOOM  to  managing  editor 
of  the  Clute,  Texas,  daily,  from  assistant 
managing  editor.  He  succeeds  WANDA 
GARNER  CASH,  who  has  moved  up  to 
executive  editor. 


HOLZMAN 
THE  NEW 
YORK  TIMES 


HANCOCK 
DAILY  PRESS 


OLIVER 

SAN  ANTONIO 
EXPRESS-NEWS 


ALLEN 

ITHACA 

JOURNAL 


CENTRAL  NEWSPAPERS  INC. 

KATHRYN  L.  MLNRO,  a  partner  in 
the  newly  formed  Tahoma  Venture  Fund, 
was  elected  to  the  board  of  directors. 

MYRTA  J.  PULLIAM,  director  of 
electronic  news  and  information  for 
Indianapolis  Newspapers  Inc.,  was  elected 
to  the  board  of  directors. 

They  fill  vacancies  left  by  DAN 
QUAYLE,  who  resigned  to  run  for  the 
presidency,  and  EUGENE  S.  PULLIAM, 
Myrta’s  father,  who  died  recently,  as  pub¬ 
lisher  of  the  Indianapolis  Star  and 
Indianapolis  News. 


MIKE  L.  CZECZOT,  TROY  MOORE 

to  managing  editors,  from  assistant  man¬ 
aging  editors. 

DAVID  WIGGINS  to  editorial  editor, 
chairman  of  the  editorial  board  and  edito¬ 
rial  writer,  from  managing  editor  of  The 
Volusian,  the  zoned  paper  within  a  paper. 
The  changes  are  effective  May  1 . 


resources  director  of  the  upstate  New  York 
daily,  from  human  resources  representa¬ 
tive  of  Gannett  Offset,  Springfield,  Va. 


KRTN 

JANE  Me  DONNELL  to  managing 
editor  of  special  sections  at  Knight 
Ridder/Tribune  News  Service  in  Washing¬ 
ton,  D.C.,  from  deputy  editor  of  special 
sections,  effective  April  1 . 


COLUMBUS  DISPATCH 

DARREL  ROWLAND  to  public  af¬ 
fairs  editor  of  the  Ohio  daily,  from  report¬ 
er.  He  succeeds  DUANE  ST.  CLAIR, 
who  retires. 


MURPHY  McGinnis  media 

JOHN  HYDUKE  to  Up  North  News¬ 
paper  Network  sales  manager,  a  newly 
created  position  overseeing  sales  at  the 
Duluth,  Minn.,  company’s  14  papers, 
from  advertising  director  of  its  biweekly 
Duluth  Budgeteer  News. 


DAILY  PRESS 

SALLY  HANCOCK  to  sales  and  mar¬ 
keting  manager  for  the  circulation  depart¬ 
ment  of  the  Newport  News,  Va.,  daily, 
from  a  sales  manager  in  the  ad  department. 


E.W.  SCRIPPS  CO. 

RICHARD  A.  BOEHNE  to  executive 
vice  president  in  charge  of  operating  divi¬ 
sions.  Formerly  vice  president  for  corpo¬ 
rate  communications  and  investor  rela¬ 
tions,  he  continues  to  oversee  investor 
relations  until  a  successor  is  named. 


DAYTONA  BEACH 
NEWS-JOURNAL 

DON  LINDLEY  to  executive  editor 
and  member  of  the  editorial  board  of  the 
Florida  daily,  from  managing  editor/news 
&  editorial.  He  succeeds  DICK 
DUNKEL,  who  retires  April  30. 


NEW  YORK  TIMES 

JILL  ABRAMSON  to  editor  of  the 
Washington  bureau,  effective  in  April, 
from  enterprise  editor.  She  replaces 
ADAM  CLYMER,  who  becomes  a 
Washington  correspondent. 

JYLL  F.  HOLZMAN  to  senior  vice 
president  of  advertising,  from  vice  presi¬ 
dent  of  advertising.  She  succeeds 
DANIEL  H.  COHEN,  who  resigned, 
effective  March  2 1 ,  to  start  a  TV  produc¬ 
tion  company  that  will  develop  program¬ 
ming  for  the  Times. 


ITHACA  JOURNAL 

IVY  NICHOLE  ALLEN  to  human 


PULITZER  PRIZE 

DORIS  KEARNS  GOODWIN,  histo¬ 
rian  and  Pulitzer  Prize-winning  author  of  a 
book  on  Franklin  and  Eleanor  Roosevelt, 
elected  to  the  20-member  Pulitzer  Prize 
board  along  with  PAUL  E.  STEIGER, 
managing  editor  of  The  Wall  Street  Journal. 
Members  serve  a  maximum  of  nine  years. 


Lee  E.  Dirks  Owen  Van  Essen  Philip  Murray 


We  specialize  in  assisting  owners  in 
exploring  and  negotiating  the  sale  of 
their  daily  newspapers  or  non-daily 
newspaper  groups. 


SAN  ANTONIO  EXPRESS-NEWS 

MATT  OLIVER  to  production  direc¬ 
tor,  a  newly  created  position,  from  direc¬ 
tor  of  printing  and  packing. 


ST.  LOUIS  POST-DISPATCH 

RICHARD  K.  WEIL  JR.  to  executive 
editor,  from  managing  editor. 

ARNIE  ROBBINS  to  managing  edi¬ 
tor,  from  a  deputy  editor. 
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by  Vernelle  Dorvil 


BASEBALL  WEEKLY 

MICHAEL  DITTELMAN  to  ac¬ 
count  executive  for  USA  Today's  New 
York-based  spinoff  sports  paper,  from 
merchandise  marketing  manager  at  Gene¬ 
sis  Direct  Inc.  in  New  York. 

WORLD  PUBLISHING  CO. 

KENNETH  S.  FLEMING  to  vice 
chairman,  from  president  and  chief  oper¬ 
ating  officer. 

ROBERT  E.  LORTON  HI  to  presi¬ 
dent.  from  vice  president  of  administra¬ 
tions  and  operations. 

ROBERT  E.  LORTON  remains 
chairman  of  the  company  that  publishes 
the  Tulsa  World. 


ExSfP  OBITUARIES 


JOHN  CARMODY,  who  created  and 
wrote  for  The  Washington  Post's  televi¬ 
sion  column  for  more  than  20  years,  died 
of  cancer  Feb.  22.  He  was  74.  Known  as 
Captain  Airwaves,  he  was  read  by  TV 
viewers  and  industry  insiders.  He  joined 
the  paper  in  1962  and  retired  last  fall. 

RICHARD  F.  CUNNINGHAM,  52, 
group  finance  and  administrative  officer 
for  Hearst  Corp.’s  Entertainment  &  Syn¬ 
dication  Group,  died  of  cancer  at  his 
home  in  Suffem,  N.Y.,  on  March  8.  He 
Joined  Hearst  in  1977  and  was  named 
assistant  controller  in  1981. 

EUfiENE  LEVIN,  a  retired  newspa¬ 
per  and  wire  service  reporter,  died  of  can¬ 
cer  Feb.  22  in  Denver.  He  was  71  and 
started  in  journalism  as  a  part-time  corre¬ 
spondent  for  The  Denver  Post  and  The 
Associated  Press.  Drafted  in  1945,  he  cov¬ 
ered  the  war  crimes  trials  in  Nuremberg 
for  the  military  paper  Stars  and  Stripes. 
He  worked  in  the  Chicago  Tribune's  Paris 
bureau  before  joining  AP  in  1950.  He 
supervised  AP’s  Olympics  coverage  three 
times,  including  at  the  1972  site  in 
Munich,  where  he  wrote  the  first  news 
bulletins  after  Arab  terrorists  took  Israeli 
athletes  hostage;  1 1  people  died. 

He  retired  in  1974  and  worked  in  his 
father’s  importing  business  but  came  out 
of  retirement  briefly  in  1993  to  help  AP 
cover  Pope  John  Paul  II’s  visit  to 
Colorado.  He  taught  journalism  courses 
part  time  for  24  years  at  the  University  of 
Denver  until  retiring  again  in  1997. 

D.  ELDON  LUM,  91,  former  publish¬ 


er  of  the  semiweekly  Richland  County 
Farmer-Globe  in  Minnesota,  died  in 
Fargo,  N.D,  on  Feb.  22.  He  joined  his 
father  and  brother  in  the  paper  in  1927, 
and  in  more  than  40  years  in  the  business 
helped  his  family  run  papers  in  North 
Dakota  and  Minnesota.  When  they  sold 
the  Farmer-Globe  in  1966,  he  formed 
Eldon  Lum  Newspaper  Service,  a  broker¬ 
age  specializing  in  newspapers  and  print¬ 
ing  firms. 

TOM  McCOLLISTER,  61,  sports 
writer  for  the  Atlanta  Journal  and 
Constitution,  was  killed  Feb.  22  in  a  two- 
car  collision.  He  had  transferred  to  the 
Gwinnett  bureau  after  covering  NASCAR 
racing  for  three  years. 

(JORDON  C.  McKIBBEN,  69,  a  re¬ 
tired  business  journalist,  died  of  cancer  in 
Lexington,  Mass.,  March  3.  He  worked 
for  The  Boston  Globe,  The  Wall  Street 
Journal,  and  Business  Week.  He  joined 
the  Globe  in  1980,  overhauled  the  busi¬ 
ness  section  as  business  editor,  covered 
Europe  from  a  base  in  London,  and  was 
ombudsman. 

CHARLES  MOREY,  82,  retired 
sports  director  for  The  Associated  Press 
broadcast  department,  died  in  New  York 
Feb.  22.  He  joined  AP  in  1945  as  a  sports- 
writer  for  the  then-new  radio  operation.  He 
became  sports  director  in  1954  and  wrote  a 
daily  radio  feature  called  “The  Sports¬ 
man.’’  He  retired  in  1987  but  occasionally 
contributed  stories  to  AP’s  news  features. 

RICHARD  F.  PATTERSON,  75,  for¬ 
mer  sports  editor  of  the  Daily  Indepen¬ 
dent  in  Kannapolis,  N.C.,  died  on  March 
4.  He  worked  39  years  at  the  paper  before 
retiring  in  1988. 

E,  BRUCE  RAMEY,  retired  sports 
editor  of  the  Journal  and  Courier  in 
Lafayette,  Ind.,  died  Feb.  28.  He  was  81 
and  had  worked  at  the  paper  for  36  years 
before  retiring  in  1982  as  assistant  man¬ 
aging  editor. 

HARRY  ROSSOLL,  89,  a  US. 
Forest  Service  illustrator  who  created  the 
famous  Smokey  Bear  fire  prevention  pub¬ 
lic  service  announcements,  died  Feb.  25 
of  an  intestinal  aneurysm.  He  first  provid¬ 
ed  a  rough  draft  for  Smokey  Bear  in  1 944 
after  his  previous  sketches  of  a  forest 
ranger  and  a  beaver  were  rejected.  His 
“Smokey  Says”  cartoons  were  published 
in  newspapers  nationwide  for  25  years. 


BSfP  AWARDS 


The  National  Sportscasters  and 
Sportswriters  Association’s  Hall  of 
Fame  has  inducted  Jon  Miller  of  ESPN 
and  John  Steadman  of  The  Sun, 
Baltimore,  Md.  Also,  the  group  named 
Jim  Nantz  from  CBS  Sports  as  sjxirts- 
caster  of  the  year;  and  Mitch  Albom  of 
the  Detroit  Free  Press,  as  sportswriter  of 
the  year.  An  award  ceremony  is  scheduled 
for  April  26  in  Salisbury,  N.C. 

The  1998  Suburban  Journalist  of  the 
Year  award  was  presented  to  Chad  Sel- 
weski  of  The  Macomb  Daily,  in  Mich¬ 
igan  at  a  meeting  of  Suburban  Newspa¬ 
pers  of  America  in  Palm  Springs,  Calif., 
last  month. 

The  50th  William  Allen  White  Foun¬ 
dation  National  Citation  was  presented 
to  Albert  R.  Hunt,  Wall  Street  Journal  co\- 
umnist  and  executive  Washington  editor. 

Winners  of  the  39th  William  Ran¬ 
dolph  Hearst  Foundation  College 
Sportswriting  Awards  include:  first 
place  and  a  $2.0(X)  scholarship  to  Jerrome 
E.  Brewer  of  Western  Kentucky  Univer¬ 
sity  (whose  journalism  department  gets  a 
matching  grant),  second  place  and  a 
$1,500  scholarship  to  Daniel  Nieto  of  the 
University  of  California,  and  third  place 
and  a  $1,000  scholarship  to  David  L. 
Andrews,  Northwestern  University. 

The  Society  for  News  Design’s  20th 
World’s  Best  Designed  Newspaper  title 
went  to  17  newspapers  in  seven  nations: 
The  Sun,  Baltimore,  Md.,  The  Globe  and 
Mail,  Toronto,  Brazil’s  Correio  Brazili- 
en.se,  Canada’s  The  National  Post,  The 
New  York  Times,  Germany’s  Die  Zeit, 
Spain’s  El  Correo,  Gainesville  (Fla.)  Siuv, 
Quebec’s  Le  Soled,  Lexington  (Ky.) 
Herald-Leader,  The  News  &  Obsener, 
Raleigh,  N.C.,  The  Spokesman-Review, 
Spokane,  Wash.,  Tomskaya  Nedelya 
(Tomsk,  Russia),  Germany’s  Die  Woche; 
Spain’s  Diario  de  Noticias,  Centre  Daily 
Times,  State  College,  Pa.,  and  AM  De 
Leon  of  Mexico. 

Winners  of  the  first  New  York  Times 
College  Scholarships  are  New  York-area 
high  school  students  Qiqi  Cheng.  Denise 
De  Las  Nueces,  Mirela  Miraj,'£lizabeth 
A.  Murray,  Anahad  S.  O’Connor,  and 
LeTicia  S.  Williams.  Each  is  to  receive 
$12,(X)0  a  year  toward  tuition. 
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BY  MATT  VILLANO 
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Three  decades  ago  Hispanic  publications  weren’t  mainstream.  Now  the  market  for 
print  titles  is  flooded  with  options  for  readers  and  advertisers  across  the  country. 


Visit  Manhattan  newsstands  and  you’ll  find  dozens  of 
publications  in  Spanish.  Alongside  the  weeklies, 
next  to  The  New  York  Observer,  there’s  El  Sol  de 
Mexico,  a  weekly  tabloid  that  caters  to  the  Mexican- 
American  community  in  and  around  the  borough  of 
Queens.  On  the  magazine  rack,  in  with  the  rest  of  the  national  mag¬ 
azines,  you’ll  find  Latina,  a  bilingual  glossy  that  quickly  has  estab¬ 
lished  itself  as  the  Cosmopolitan  of  the  Hispanic  press.  By  the 
counter,  next  to  the  Post  and  the  News,  sits  a  stack  of  newspapers 
called  Hoy,  a  daily  featuring  separate  sections  for  people  of  each 
Hispanic  nationality  —  Colombian,  Dominican,  and  so  on. 

Only  El  Sol  de  Mexico  existed  before  1996.  As  recently  as  the 
beginning  of  this  decade,  one  couldn’t  find  more  than  two  or  three 
Hispanic  publications  at  any  newsstand  within  the  city  limits.  What 
is  true  for  the  Hispanic  press  in  New  York  is  true  for  the  rest  of  the 
country  as  well.  Market  research  shows  that  in  1970,  there  were 
fewer  than  400  Spanish  publications  in  the  United  States.  Today, 
according  to  the  1999  National  Hispanic  Media  Directory,  an  annu¬ 
al  survey  of  Spanish  publications  that  was  released  last  week,  there 
are  more  than  1 ,250  publications  on  the  market. 

In  border  cities  like  El  Paso,  Texas,  and  Tucson,  Ariz.,  Hispanic- 
owned  publications  are  sprouting  like  cacti.  In  larger  cities  like 
Chicago,  San  Jose,  Calif.,  and  Dallas,  new  American-owned  publi¬ 
cations  have  launched  Spanish  weeklies,  forcing  local  Hispanic- 
owned  publications  to  compete  for  advertising  dollars  and  reader- 
ship.  In  some  cases,  these  papers  have  no  problem  attracting  adver¬ 
tisers.  In  other  cases,  the  task  has  proven  to  be  more  difficult. 

Everywhere,  the  Hispanic  market  is  expanding.  Kirk  Whisler,  the 
man  who  has  organized  the  National  Hispanic  Media  directory  since 
its  inception  in  1983  (see  sidebar.  Page  26),  says  that  despite  the 
competition  in  some  markets,  this  is  a  big  moment  in  the  history  of 
the  Hispanic  press. 

“You  can  truly  say  that  the  1990s  [have  been]  the  ‘Golden  Days’ 
of  Hispanic  print,”  Whisler  says.  “Hispanic-American  readers  are 
looking  for  something  different  than  what’s  offered  by  mainstream. 
American-owned  publications.  These  Spanish  publications  appear 
to  fill  that  need  on  a  number  of  different  levels.” 

Industry  experts  say  the  dramatic  increase  in  the  number  of 
Spanish  publications  is  directly  related  to  an  increase  in  the  num- 
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ber  of  Hispanics  themselves.  The  most 
recent  U.S.  Census  data  indicates  that  the 
U.S.  Hispanic  population  is  currently  30 
million  and  is  growing  four  times  faster 
than  the  general  population.  The  data  sug¬ 
gests  that  by  2005,  Latinos  will  be  the  sec¬ 
ond-largest  ethnic  group  in  the  nation  after 
non-Hispanic  whites. 

Advertisers  look  at  this  growing  market 
and  see  spending  power.  Across  the  board, 
they  have  purchased  more  advertising  space 
on  Hispanic  television  and  radio  stations 
than  ever  before  —  last  year  alone,  they 
spent  more  than  $1.7  billion.  Publishers, 
also  recognizing  the  potential  for  advertis¬ 
ing  revenue  and  dollar  signs,  have  flooded 
the  country's  top  Hispanic  markets  with  the 
printed  page.  Advertisers  have  been  slow  to 
respond  to  these  new  publications  (see  side- 
bar,  Page  28),  and  still,  last  year  alone  they 
spent  more  than  $570  million  on  advertising 
in  newspapers  and  magazines. 

All  that  advertising  revenue  wouldn’t 
mean  a  thing  without  reader  support. 

As  Whisler  reports,  Hispanic  readers 
have  responded  with  overwhelming  inter¬ 
est,  creating  an  overall  circulation  of  more 
than  33.5  million.  New  weekly  publications 
have  opened  overnight,  in  some  cases 
attracting  as  many  as  80.000  readers  for  a 
premiere  issue.  In  cities  like  Miami  and  Los 
Angeles,  entrenched  Spanish  publications 
such  as  El  Nuevo  Herald  and  La  Opinion 
—  papers  that  have  been  around,  in  one 
form  or  another,  for  decades  —  say  they 
expect  a  record  number  of  readers  this  year. 

PAST  AND  PRESENT 

In  1926,  a  Mexican  immigrant  named 
Ignacio  Lozano  founded  La  Opinion  in  Los 
Angeles.  Lozano’s  grandson,  Jose,  still  runs 
the  paper  today. 

For  years,  Lozano  says,  publishers 
ignored  the  Hispanic  market  because  of  a 
perception  that  Hispanics  didn’t  read.  As 
market  research  began  to  show  Hispanics 
demanding  publications  of  their  own,  that 
perception  changed. 

Finally,  he  adds,  when  census  figures 
revealed  the  growing  population  was 
becoming  an  economically  viable  minority 
and  advertisers  showed  interest  in  capturing 
the  Hispanic  print  audience,  natural  selec¬ 
tion  took  its  course. 

“All  of  this  recent  interest  in  Hispanic 
media  legitimizes  the  industry,”  says  Lozano. 
“The  better  readers  and  advertisers  perceive 
our  industry,  the  better  it  will  be  for  all  of  us. 
The  more  papers  there  are.  the  better  the 
quality  will  be  across  the  board.  The  more 
money  people  dump  into  the  industry  as  a 
whole,  the  more  it  will  continue  to  grow.” 

Of  the  1 .256  publications  Whisler  identi¬ 
fied  last  year,  515  were  newspapers,  268 
were  magazines,  and  473  were  journals, 
newsletters,  and  other  publications.  Other 


ethnic  publications  are  beginning  to  catch  on 
in  some  markets  across  the  country,  but  none 
of  the  publications  come  close  to  circulation 
numbers  like  these. 

In  the  Hispanic  market,  Whisler  says, 
nearly  half  of  all  readership  comes  from 
publications  that  were  started  since  1990  — 
further  proof  that  the  number  of  Spanish 
publications  has  grown  exponentially  over 
the  past  10  years.  Many  of  the  industry’s 
newest  publications  —  many  of  those  that 
draw  the  most  loyal  readers  —  are  weekly 


Ricans,  and  Dominicans.  But  somewhere 
else,  the  population  might  be  90%  Mexican 
or  Spanish.  Different  cultures  make  it  tough 
to  attract  a  wide  audience.  That  is  where 
smaller,  weekly  publications  come  in.” 

In  Chicago,  Jorge  Oclander  agrees. 
Oclander  edits  a  weekly  called  La  Raza,  a 
paper  that  covers  Hispanic  news  from  all 
angles,  but  one  that  specializes  in  provid¬ 
ing  news  for  the  region’s  Mexican  and 
Mexican- American  populations. 

As  these  two  populations  grow. 


The  recent  interest  in  Hispanic  media 
legitimizes  the  industry.  The  better  readers 
and  advertisers  perceive  our  industry, 
the  better  it  will  be  for  all  of  us. 


—  Jose  Lozano,  La  Opinion 


newspapers  geared  toward  groups  of  people 
with  specific  ethnic  backgrounds. 

“We  still  see  new  Spanish  dailies  starting 
up,  but  by  and  large  the  biggest  growth  has 
been  in  a  whole  new  set  of  weeklies,”  Whisler 
says.  "Twenty  years  ago,  weeklies  were  so 
unpopular  we  didn’t  even  have  it  as  a  catego¬ 
ry.  Now  there’s  more  circulation  in  weeklies 
[8.5  millionl  than  in  dailies  [1.1  million].” 

Across  the  country,  weekly  newspapers 
outnumber  dailies  10  to  1.  Publishers  say 
these  weekly  publications  are  important  in 
bringing  together  one  particular  ethnic  com¬ 
munity  in  an  area.  Carlos  Castaneda,  pub¬ 
lisher  of  El  Nuevo  Herald,  explains  that 
while  his  publication  tries  to  cover  news  that 
appeals  to  Latinos  of  every  background, 
many  readers  no  longer  expect  such  specif¬ 
ic  news  from  his  paper.  Instead,  he  says, 
they  read  El  Nuevo  Herald  for  general  news 
about  Miami  and  Latin  America,  then  turn 
to  local  weeklies  for  specific  news  about 
their  respective  homelands. 

“The  problem  with  the  Hispanic  market  is 
that  you  cannot  talk  about  it  as  one 
[Hispanic]  market,”  Castaneda  says.  “Here 
in  Miami  we  have  mostly  Cubans,  Puerto 

Hispanic  publications 
experience  growth  in 
number  and  circulation 

Number  of  papers 
1970-381 
1990-742 
1998-1,256 

Overall  circulation 
1970-1,790,000 
1990-9,630,000 

1998-33,534,843 

Source:  1999  National  Hispanic  Media  Directory 


Oclander  says,  so  does  his  paper’s  circula¬ 
tion.  In  1991,  the  paper  sold  35,000  copies 
each  week;  this  year,  Oclander  expects  to 
sell  more  than  200,000  copies. 

“The  newspaper  in  our  culture  is  like  a 
letter  from  home,”  Oclander  says.  “As  a 
Hispanic-American,  even  when  you  read 
something  obscure,  you  relate  it  to  your 
own  experiences.  You  always  need  to 
return  to  your  community.  Newspapers 
like  ours  enable  you  to  do  that.” 

Perhaps  central  to  a  paper’s  ability  to 
serve  a  particular  community  is  the  paper’s 
ability  to  publish  in  that  community’s  native 
tongue.  Of  the  249  weekly  newspapers 
Whisler  identified  last  year,  75%  published 
in  Spanish  or  in  both  Spanish  and  English. 
The  rest,  Whisler  says,  published  in 
English.  While  most  Hispanic  publishers 
scoff  at  the  idea  of  publishing  in  English, 
some  say  that  their  readers  have  assimilated 
into  American  culture  so  much,  that  readers 
actually  demand  the  news  in  English. 

Covering  the  local  Latino  community  in 
English  was  the  strategy  adopted  at  the  Los 
Angeles  Times.  In  November,  the  paper 
announced  that  associate  editor  Frank  Del 


Top  5  Hispanic  markets, 
total  area  population  est.  1999 

1 .  Los  Angeles  -  9,297,896 

2.  New  York -8,712,127 

3.  Chicago  -  8,078,169 

4.  Boston  -  5,985,439 

5.  Philadelphia  -  5,055,780 

Source:  1999  National  Hispanic  Media  Dir9Ctory/1999  E&P  Market  Guide 

Advertisers  continue  to  place 
more  ads  in  Hispanic  papers 

1970  -  $16  million 
1990  -  $141  million 
1998  -  $572  million 

Source:  1999  National  Hispanic  Media  Directory 
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Omo  would  coordinate  a  team  of  reporters  to 
cover  Hispanic  issues  and  news.  The  idea 
was  Times  Mirror’s  most  recent  in  a  series  of 
attempts  to  appeal  to  the  Hispanic  communi¬ 
ty  in  Los  Angeles.  So  far,  says  Del  Omo,  the 
system  has  worked. 

Different  markets,  however,  require  dif¬ 
ferent  measures.  For  Cecilia  Toscano,  editor 


of  the  Tucson.  Ariz.-based  Aguila,  a  paper 
can  only  appeal  to  Hispanics  if  it  is  pub¬ 
lished  in  Spanish.  Toscano,  who  herself 
doesn’t  speak  English,  says  that  if  Hispanics 
want  to  read  their  news  in  English,  there  are 
plenty  of  American  papers  they  can  buy. 

“Papers  like  ours  can  connect  better  to 
the  community  because  we  speak  the  same 
language,”  Toscano  says  through  a  transla¬ 
tor.  “Sometimes  our  pteople  don’t  know 
what  is  going  on  in  the  state  because  people 
can’t  read  the  papers  that  publish  in 
English.  People  really  understand  what  we 
say,  and  they  trust  us  more  because  we  are 


the  same  as  them.  We  are  their  voice.” 

FOLLOW  THE  MONEY 

As  much  as  a  Spanish  publication  might 
appeal  to  its  intended  audience,  the  publica¬ 
tion  can  only  go  as  far  as  its  budget  allows. 
For  many  papers  —  particularly  for  many 
of  the  nation’s  free  weeklies  —  this  means 
an  aggressive 
campaign 
to  lure  adver¬ 
tisers. 

So  far,  most 
papers  haven’t 
had  much 
trouble  in  con¬ 
vincing  adver¬ 
tisers  to  come 
aboard.  According  to  data  from  the  Strategy 
Research  Corp.,  Hispanic  buying  power  has 
grown  67%  since  1990.  Advertisers  look  at 
these  numbers  and  see  big  bucks.  Last  year 
alone,  advertisers  spent  more  than  $2  billion 
trying  to  reach  consumers  of  Hispanic 
descent.  Whisler’s  research  shows  that  more 
than  $570  million  of  that  was  spent  advertis¬ 
ing  in  Spanish  publications. 

Traditionally,  print  has  lagged  far  behind 
television  and  radio  in  terms  of  advertising 
revenue,  but  media  buyers  say  that  in  the 
Hispanic  market,  newspapers  and  magazines 
are  slowly  catching  up.  No  publications,  they 


say,  have  been  as  successful  in  luring  adver¬ 
tisers  as  glossy  magazines  like  Latina  and 
People  en  Espanol.  Each  of  the.se  magazines 
boast  a  circulation  of  more  than  250,000. 

“When  we  first  came  out,  there  were  a 
number  of  competitors  who  wondered  what 
Time  Inc.  was  doing  in  the  Hispanic  mar¬ 
ket,”  says  Angelo  Figueroa,  editor  of 
People  en  Espanol.  “I  think  that’s  backward 
thinking.  I  am  proud  of  my  company 
because  it  decided  to  enter  a  market  that 
was  totally  foreign  to  [it].” 

According  to  Whisler’s  data,  newspapers 
captured  more  advertising  revenues  than 
magazines  last  year,  out-earning  them  $445 
million  to  $107  million. 

Generally,  the  two  vie  for  different  kinds 
of  advertisers  —  magazines  focus  on 
obtaining  a  more  national  audience,  while 
newspapers  tend  to  set  their  sights  on  local 
buyers.  Still,  says  Liza  Gross,  publisher  of 
the  Chicago  Tribune's  Spanish  weekly, 
iE.xito!,  all  publications  pale  in  comparison 
to  broadcast  media  in  terms  of  attracting 
advertising  revenue. 

“It  continues  to  be  a  struggle  for  news¬ 
papers  to  compete  with  TV  and  radio  for 
advertisers,”  she  says.  “If  you  ask  me  what 
I  think  my  most  serious  competition  is,  it’s 
not  another  print  product  —  it’s  the  broad¬ 
cast  market  and  the  dollars  that  ought  to  be 
spent  in  the  general  market  but  are  not.” 


/  think  most  of  my  competition 
is  the  broadcast  market  and  the 
dollars  that  ought  to  be  spent 
in  the  general  market  but  are  not. 

—  Liza  Gross,  Chicago  Tribune’s  iExito! 


Forecaster  piles  up  data  on  Hispanic  market 


Around  this  time  every  year,  Kirk 
Whisler  is  exhausted. 

And,  well,  he  should  be.  Whisler 
spends  much  of  every  winter  collecting 
data  on  Hispanic  publications  across  the 
country  —  new  publications  and  old 
publications,  newspapers  and  maga¬ 
zines.  You  name  it,  and  if  it  exists  in  the 
Hi.spanic  press,  Whisler  knows  about  it. 

Every  March,  Whisler  and  his  team  of 
researchers  at  Western  Publication 
Research  (WPR)  compile  the  data  and 
publish  it  in  an  annual  report  called  the 
National  Hispanic  Media  Directory.  WPR 
—  Whisler’s  book  publishing  company 
—  released  this  year’s  report  March  1 3. 

The  book  has  become  a  resource  for 
industry  experts,  publishers,  and  adver¬ 
tisers  alike.  Analysts  use  the  data  to 
determine  the  state  of  the  Hispanic  pub¬ 
lishing  industry.  Publishers  use  it  to 
gauge  how  many  publications  are  in  their 
publishing  area,  then  they  use  it  to 
decide  whether  they,  too,  should  get 
involved.  Advertisers  use  audit  informa¬ 
tion  in  the  book  to  provide  clients  with  a 
better  idea  of  just  how  many  readers 
they’ll  be  reaching  with  an  ad  in  a  par¬ 
ticular  publication. 

According  to  Oscar  Reyes,  editor  of 


£/  Pregonero,  the  largest  Spanish  week¬ 
ly  in  the  Washington,  D.C.,  area,  the 
annual  report  is  an  “invaluable”  re¬ 
source.  “Whenever  we’re  looking  into 
the  market,  we  check  with  figures  from 
the  latest  census,  then  we  check  with 
[Whisler’s  book],”  Reyes 
says.  “Rarely  do  we  need 
anything  else.” 

The  report  started  back 
in  1983,  when  actor  and 
director  Edward  James 
Olmos  hired  Whisler  to 
help  market  a  film,  “The 
Ballad  of  Gregorio  Cor¬ 
tez.”  Olmos  wanted  a  list 
of  Hispanic  publications 
he  could  use  to  promote  the  film,  and  he 
figured  Whisler  was  the  man  to  help  him 
find  them. 

After  a  few  furious  weeks  of  fact-find¬ 
ing,  Whisler  presented  Olmos  with  a  list 
of  15  to  20  publications.  At  the  time, 
those  were  the  only  viable  Spanish 
newspapers  on  the  market.  Olmos  used 
the  list  to  market  his  film,  which 
received  critical  acclaim.  Once  the  film 
was  released,  Whisler  published  his  find¬ 
ings  in  what  became  an  annual  ritual. 

Since  then,  the  book  has  evolved  into 


one  of  the  most  widely  read  resources  in 
the  indu.stry.  The  1999  installment  con¬ 
tains  more  than  300  pages  of  data  from 
1998.  Sure,  there  are  other  Hispanic 
market  guides  —  the  Strategy  Research 
Corp.  publishes  one  every  year  as  well. 

But  many  Hispanic  pub¬ 
lishers  say  they’re  more 
comfortable  with 

Whisler’s  guide  than 
with  anything  else 
because  Whisler  is  so 
comprehensive. 

Whisler,  now  45,  start¬ 
ed  his  career  in  1977,  as 
publisher  of  two  small, 
Spanish  magazines  — 
Somos  and  Caminos.  Since  then  his  focus 
has  remained  on  Hispanic  publications. 

“I  guess  you  can  say  I’ve  been  around 
the  Hispanic  press  almost  my  whole 
working  life,”  he  says.  “It’s  rewarding, 
because  by  and  large,  Hispanic  publica¬ 
tions  are  much  more  in  touch  with  their 
readers  than  mainstream  publications  in 
this  country.  That  alone  makes  all  this 
work  worthwhile.” 

For  a  copy  of  this  year’s  study,  contact 
Whisler  at  mexico@deltanet.com  or  call 
760-434-7474. 
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Many  publishers,  however,  would  argue 
that  in  some  markets,  the  most  formidable 
competition  some  Hispanic-owned,  Span¬ 
ish  newspapers  face  comes  not  from  televi¬ 
sion  or  radio  but  from  other  Spanish  news¬ 
papers  owned  and  published  by  American 
companies.  The  Chicago  market  is  a  per¬ 
fect  example. 

When  the  Tribune  started  iExito!  in 
1993,  some  of  the  city’s  Hispanic  publish¬ 
ers  thought  the  publication  would  threaten 
the  local  advertising  revenue  they  had 
monopolized  until  that  time.  They  were 
right;  at  least  half  a  dozen  of  the  smaller 
weeklies  have  since  folded.  One,  however. 
La  Raza,  has  remained.  Oclander  says  that 
at  first,  he  saw  the  Tribune's  entrance  into 
the  Hispanic  market  as  a  direct  challenge  to 
his  paper’s  dominance. 

“They  may  have  drained  some  of  our 
advertising  dollars  [in  the  beginning],”  he 
says,  “but  we’re  still  the  third  largest  paper 
in  this  city”  behind  the  Tribune  and  the 
Chicago  Sun-Times. 

Other  papers,  like  some  of  the  Hispanic- 
owned  weeklies  in  San  Jose,  Calif.,  have  not 
been  as  lucky  as  La  Raza  in  the  face  of  com¬ 
petition.  Hilbert  Morales,  president  and 
publisher  of  El  Obsenador,  says  that  for 
smaller  Hispanic-owned  papers  like  his,  the 
struggle  against  an  American-backed 
Spanish  venture  has  been  nearly  impossible. 

“There  is  a  dark  cloud  on  the  horizon  for 
all  of  us  working  here,”  Morales  says. 
“Instead  of  corporate  America  working  with 
those  of  us  who  started  these  community 
publications,  they’re  creating  their  own  pub¬ 
lications.  Since  they’re  well-funded  and 
we’ve  always  been  marginalized,  they  can 
start  a  publication  with  80,000  readers  on 
the  first  day  of  circulation.” 

Morales  describes  the  situation  in  his 


Top  5  U.S.  Hispanic  markets, 
with  1999  estimated 
Hispanic  population  and 
Hispanic  percentage  of  total 
population. 

1 .  Los  Angeles/Long  Beach,  Calif. 
4,091 ,074;  44.0  percent 

2.  New  York  City 
2,125,758;  24.4  percent 

3.  Chicago 

1,130,943;  14  percent 

4.  San  Francisco/San  Jose,  Calif. 
685,838;  20.7  percent 

5.  Miami 

823,906;  39.2  percent 

Source:  U.S.  Census  data,  pulled  from  E&P  1999  Market  Guide 


paper’s  hometown  as  “despicable.”  The  San 
Jose  Mercury  News  founded  El  Nuevo 
Mundo,  its  Spanish  weekly,  in  1996.  Since 
then.  Hispanic-owned  competitors  like  El 
Obsenador  and  La  Oferta  Review  have 
struggled  to  hold  on  to  the  advertising  sup¬ 
port  they  once  enjoyed. 

What’s  more,  Hispanic  publishers  allege 
that  El  Nuevo  Mundo  is  also  taking  away 
community  support.  The  paper  has  entered 
into  exclusive  sponsorship  agreements  with 
local  merchants  for  a  number  of  community 
festivals.  This,  they  argue,  has  left  some  of 
the  Hispanic-owned  papers  out  in  the  cold. 

“In  a  sense,  El  Nuevo  Mundo  is  good 
because  it  wakens  advertisers  to  the  fact 
that  the  Hispanic  market  is  one  to  be  taken 
seriously,”  says  Veronica  Murgia,  who 
manages  La  Oferta  Review.  “But  it’s  also 
had  a  negative  backlash  with  all  of  us. 
We’ve  felt  some  significant  financial  pres¬ 
sures  since  they  came  around.” 

El  Nuevo  Mundo  editor  Lorenzo  Romero 
says  he  doesn’t  see  a  controversy. 

"There’s  room  for  all  of  us,  really,”  he 
says.  “If  you  have  a  variety  of  magazines 
and  newspapers  in  a  variety  of  formats, 
that’s  the  freedom  of  the  press.” 

“In  the  Hispanic  market,  there  has  been  a 
cry  that  big  companies  are  out  to  squash  the 
little  ones,”  says  Figueroa,  of  People  en 
Espahol.  “But  if  [the  market]  can  have 
5,000  magazines  in  English,  I’m  sure  the 
market  can  handle  50  or  so  in  Spanish.  If 
you  put  out  a  product  that  people  will  want 
to  read,  it  will  survive.” 

For  the  NAHP’s  Tobar,  the  situation  is  “a 
double-edged  sword.”  He  says  he’s  happy 
to  see  the  Hispanic  market  finally  getting 
the  attention  and  revenue  it  deserves,  but  he 
laments  the  fact  that  in  many  cases,  the 
papers  who  suffer  most  from  this  attention 
are  the  small,  family-owned  Spanish  publi¬ 
cations.  His  solution?  Starting  next  month, 
the  NAHP  will  offer  advertisers  the  option 
of  buying  space  in  all  of  its  115  member 
publications.  This  way,  Tobar  says,  even  the 
“smallest  publications  in  the  biggest  mar¬ 
kets  are  guaranteed  some  revenue.” 

THE  FUTURE 

Where  does  the  Hispanic  market  go  from 
here?  With  Hispanics  expected  to  comprise 
more  than  20%  of  the  country’s  population 
by  2005,  one  would  have  to  assume  the 
market  will  continue  to  grow.  In  many 
markets,  however,  Hispanic  media  have 
already  reached  the  top. 

In  New  York,  WSKQ-FM  has  been  the 
top  radio  station  for  the  last  two  years.  In 
Los  Angeles,  KMEX-TV  is  the  most  fre¬ 
quently  watched  prime-time  station,  attract¬ 
ing  nearly  twice  as  many  viewers  as  NBC 
and  ABC.  In  Miami,  El  Nuevo  Herald  and 
Diario  las  Americas  —  the  city’s  two 
largest  Spanish  dailies  —  are  approaching  a 


Weaving 
Spanish  Webs 


www.elherald.com 


Web  site  for  El  Nuevo  Herald,  the  Spanish  daily 
published  by  The  Miami  Herald.  Without  a 
doubt,  the  most  extensive  online  Hispanic  news 
source  for  news  about  Hispanics  in  the  U.S. 


www.latina.com 


Latina  magazine,  online.  Bilingual  site  with 
blanket  coverage  of  Hispanic  entertainment 
and  lifestyle  issues.  Also  lists  notable  nightly 
Spanish  programs  on  Telemundo  and 
Univision. 


www.laopinion.com 


Home  of  La  Opinidn,  one  of  the  oldest 
Spanish  dailies  in  the  United  States.  In  addi¬ 
tion  to  daily  news,  site  offers  links  to  leading 
Latino  business  organizations.  Local  news  is 
from  Los  Angeles. 


www.iaraza.com 


Internet  spot  to  find  La  /?aza,.  Chicago's 
Spanish-language  weekly.  Great  piace  for  a 
Hispanic  perspective  on  international  news, 
especially  news  from  Mexico  and  Central 
America.  Good  special  features. 
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combined  circulation  equal  to  that  of  the 
English  Herald  itself. 

The  overall  number  of  Spanish  publica¬ 
tions  increases  every  year,  and  yet  Whisler 
says  his  research  indicates  that  certain  mar¬ 
kets  are  nearing  saturation.  In  the  Los 
Angeles  area,  he  says,  home  to  one  out  of 


with  a  combined  circulation  of  at  least  40 
million.  Additionally,  he  says  advertising 
revenues  should  “easily”  top  $600  million. 

Publishers  in  various  markets  across  the 
country  also  are  thinking  about  starting 
publications  for  other  ethnic  groups.  In  San 
Jose,  home  to  one  of  the  country’s  largest 


A  number  of  our  competitors  wondered 
what  Time  Inc.  was  doing  in  the  Hispanic 
market.  I  think  that’s  backward  thinking. 
I’m  proud  of  my  company  because  it 
decided  to  enter  a  market  totaliy  foreign  to  it. 

—  Angelo  Figueroa,  People  en  Espanol 


every  six  Hispanics  in  the  country,  growth 
has  slowed  to  a  crawl,  and  some  papers  are 
actually  merging  to  stay  in  business.  Just 
last  month,  two  of  the  largest  publications 
in  the  area  announced  they  would  join 
forces  to  form  a  new,  Spanish  weekly. 

Surprisingly,  one  of  the  biggest  Hispanic 
markets  that  continues  to  thrive  is  the  New 
York  metropolitan  area.  Earlier  this  year,  the 
New  York  Daily  News  announced  plans  to 
launch  a  daily  Spanish  publication  by  the 
end  of  the  summer.  The  News'  announce¬ 
ment  came  months  after  Newsday  launched 
a  Spanish  daily  of  its  own  —  a  publication 
called  Hoy.  Newsday's  new  publication, 
seeing  itself  as  a  direct  competitor  of  El 
Diario-La  Prensa,  offers  separate  sections 
for  Hispanic  readers  of  different  nationali¬ 
ties.  In  this  way,  says  Louis  Sito,  Newsday's 
senior  vice  president  of  sales.  Hoy  officials 
hope  to  attract  Hispanic  readers  who  feel 
underserved  by  other  publications. 

“We’re  preparing  ourselves  that  when  the 
demographics  of  this  marketplace  change, 
we’ll  be  here  as  the  paper  that  more 
Hispanics  read,”  Sito  says.  “This  industry 
was  never  just  about  money  and  ad  revenue; 
we’re  banking  on  the  fact  that  it’s  also  a  lot 
about  which  nationalities  settle  where.” 

While  growth  in  .some  of  the  larger 
Hispanic  markets  begins  to  level  otf,  publish¬ 
ers  expect  to  see  new  Spanish  publications  in 
some  of  those  markets  that  are  still  growing. 
The  Los  Angeles  Times'  Del  Omo  says  there 
is  a  substantial  Hispanic  population  develop¬ 
ing  in  the  Washington’s  Yakima  Valley,  and 
he  expects  to  see  weekly  Hispanic-owned 
publications  in  Portland,  Ore.,  Tacoma, 
Wash.,  and  Spokane,  Wash.,  before  too  long. 
Newsday's  Sito  also  says  he’s  witnessed  the 
growth  of  strong  Hispanic  populations  in  the 
Midwest  and  New  England.  He  predicts  that 
.soon,  cities  like  St.  Louis,  Milwaukee, 
Manchester,  N.H.,  and  Hartford,  Conn.,  will 
have  a  number  of  weekly  Hispanic-owned 
Spanish  publications,  too. 

Overall,  Whisler’s  predictions  for  the 
millennium  are  impressive.  He  says  he 
expects  to  see  1,500  Hispanic  publications 


Vietnamese  populations,  the  Mercury  News 
recently  launched  Viet  Mercury,  a  weekly 
publication  in  Vietnamese  for  the  paper’s 
Vietnamese  readers.  In  cities  like  Seattle 
and  Portland,  small  Native-American  pub¬ 
lications  have  existed  for  years.  In  Chicago, 
there  are  papers  for  Polish-Americans  and 


Swedish-Americans.  And  in  New  York, 
home  to  many  African  immigrants,  small, 
weekly  publications  in  Swahili  and  other 
African  languages  have  been  popping  up  all 
over  Brooklyn  and  Queens. 

As  ethnic  populations  in  these  markets 
continue  to  grow,  Tobar  says  it’s  natural  that 
publications  in  their  native  languages  will 
follow.  “It  may  take  a  bit  longer  for  adver¬ 
tisers  to  start  pouring  money  into  publica¬ 
tions  aimed  at  other  ethnic  groups,  but  I 
don’t  see  why  it  can’t  happen,”  he  says. 
“After  all,  all  these  people  have  the  experi¬ 
ences  of  their  friends  in  the  Hispanic  press 
to  learn  from.”H| 


Visit  ECyP’s  Web  site  at 
www.mediainfo.com/ephome/ 
news/newshtm/stories/031 5991 . 
htm.  for  a  related  story  about 
the  La  Times’  efforts  to  cover 
Latino  news  in  English. 


Lack  of  audits  worries  advertisers 


While  Hispanic  and  American  pub¬ 
lishers  vie  for  control  of  individual 
markets,  advertisers  say  they  see  a  much 
larger  problem  affecting  the  Hispanic 
press  —  less  than  10%  of  the  nation’s 
Spanish  publications  were  audited  last 
year.  According  to  Tony  Ruiz,  senior 
vice  president  for  Vidal,  Reynardus  and 
Moya  Advertising  in  New  York,  compa¬ 
nies  say  they  would  rather  “throw  their 
money”  at  entities  like  Telemundo  or 
Univision  instead  of  buying  pages  in 
local  publications  that  can’t  back  their 
circulation  claims  with  official  findings. 

“It’s  only  the  titles  that  are  able  to 
demonstrate  they’ve  got  relative  content 
and  distribution  that  have  had  serious 
involvement  in  the  industry’s  recent 
growth,”  Ruiz  says.  “If  they  can’t  back 
the  audience  they  claim  to  have,  clients 
see  the  publication  as  suspect  to  reader- 
ship  involvement.” 

“Print  publishers  need  to  realize  that  in 
the  real  world,  alliances  are  beyond  being 
Hispanic,”  adds  Gloria  Constanza- 
Pimentel,  vice  president  and  media  direc¬ 
tor  of  the  Bravo  Group,  the  largest 
Hispanic  advertising  agency  in  the  coun¬ 
try.  “Being  Hispanic  is  very  important, 
but  many  times  these  publishers  think 
that  just  because  they’re  Hispanic,  that’s 
enough  for  us  to  sell  them  the  kind  of 
advertising  support  they  need  to  survive.” 

Some  Hispanic  advertising  executives 
say  that  while  they  are  bound  to  represent 
their  clients,  they’re  always  looking  to 
help  out  Hispanic-owned  publications. 
One  industry  executive,  who  asked  to 


remain  anonymous,  says  that  particularly 
in  markets  like  San  Jose  or  Chicago, 
where  an  American-owned  publication 
competes  directly  with  a  Hispanic-owned 
publication,  some  agencies  will  direct 
their  clients  toward  the  Hispanic-owned 
publication  just  to  see  that  publication 
succeed.  It  is  in  this  way,  the  executive 
adds,  that  Latinos  in  the  different  indus¬ 
tries  “look  out”  for  each  other. 

“The  bottom  line  is  that  we’d  really 
like  to  help  publications  that  are  Latino,” 
the  executive  says.  “When  we  can,  some¬ 
times,  we  do  it.  When  we  have  a  budget 
to  go  with  one,  and  we  have  to  choose 
between  two,  we’ll  go  with  the  ethnic 
publication  just  because  it’s  ethnic.  It  is 
sad.  because  as  much  as  our  instinct  is  to 
always  support  our  people,  we  have  to  act 
in  the  best  interests  of  our  clients.” 

Other  advertising  executives  say  eth¬ 
nicity  doesn’t  matter  much  at  all  when 
they  are  choosing  which  publications  are 
worthy  of  investment.  The  most  important 
factor  to  consider,  they  say,  is  a  publica¬ 
tion’s  sensitivity  to  its  Hispanic  audience. 

“We  need  to  know  what  the  motives  of 
a  publication  are  before  we  tell  our 
clients  to  give  them  millions  of  their  dol¬ 
lars,”  says  Tere  Zubizarreta,  president  of 
the  Miami-based  Zubi  Advertising 
agency  and  director  of  the  media  com¬ 
mittee  for  the  Association  of  Hispanic 
Advertising  Agencies.  “Can  the  publica¬ 
tion  relate  to  the  Hispanics?  Do 
Hispanics  feel  it  understands  them? 
These  are  the  things  that  will  make  a  per¬ 
son  buy  a  paper  and  read  it.” 
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Convicted  reporter  to  appeal 


by  David  Noack 

eteran  radio  reporter  Larry  C. 
Matthews  Jr.,  55,  was  sentenced  last 
week  to  18  months  in  federal  prison 
for  trafficking  in  child  pornography  on  the 
Internet.  Matthews,  of  Ellicott  City,  Md., 
says  he  will  appeal  the  conviction. 

Matthews  was  indicted  in  July  1997  on  15 
counts  of  possessing  illegal  material,  but 
claimed  he  was  researching  child  pornography 
for  a  story  that  he  was  hoping  to  sell.  After  the 
court  ruled  in  July  1998  that  he  couldn’t  use 
the  First  Amendment  as  a  defense,  Matthews 
pleaded  guilty  to  two  counts  of  receiving  and 
distributing  the  material. 

The  reporter,  who  pleaded  guilty  to  two 
counts  of  sending  and  receiving  child  pornog¬ 
raphy,  received  the  lightest  sentence  possible 
under  federal  guidelines  and  was  fined 
$4,000.  Matthews’  lawyers  say  that  if  the  4th 
Circuit  Court  in  Richmond,  Va.,  reverses  the 
lower  court’s  ruling  denying  Matthews’s  First 


Amendment  defense,  he  can  then  withdraw 
his  guilty  plea  and  return  to  the  lower  court 
for  trial,  where  he  can  present  his  whole  story. 

First  Amendment  observers  say  the  case 
raises  free-press  implications  because  the 
outcome  could  block  journalists  from 
researching  illegal  material  on  or  off  the  Net, 
thereby  stifling  investigative  reporting.  Jane 
Kirtley,  executive  director  of  the  Reporters 
Committee  for  Freedom  of  the  Press,  says 
Matthews  is  the  first  person  to  be  convicted 
of  dealing  with  child  pornography  while 
working  as  a  journalist.  “1  think  it  can’t  be 
right  for  the  court  to  say  that  the  First 
Amendment  is  irrelevant  to  this  discussion.” 
she  says.  She  speculates  that  if  Matthews  had 
been  working  for  a  news  organization  —  and 
not  as  a  freelance  writer  —  the  case  would 
not  have  been  brought. 

Kirtley  also  points  out  that  Matthews  was 
charged  soon  after  the  Child  Pornography 
Prevention  Act  became  law.  “I’m  not  calling 


it  selective  prosecution,  but  I  do  think  it  was 
a  calculated  move  on  the  part  of  the  govern¬ 
ment  to  test  the  statute  and  see  how  much 
muscle  it  has.  I  don’t  think  they  would  have 
went  after  somebody  at  The  New  York  Times 
who  was  doing  exactly  the  same  thing.” 

Several  groups,  including  the  American 
Civil  Liberties  Union  and  National  Public 
Radio  have  filed  friend-of-the-court  briefs  on 
Matthews’  behalf,  arguing  that  he  should  have 
a  right  to  present  his  defense.  They  do  not, 
however,  defend  his  right  to  commit  a  crime. 
The  U.S.  Attorney’s  Office  in  Maryland  says 
Matthews’  defense  that  he  was  researching 
child  pom  could  block  the  prosecution  of 
pedophiles  who  claim  to  be  journalists. 

"If  the  defendant's  position  is  a  valid  one, 
then  someone  claiming  to  be  a  member  of  the 
media  seeking  to  gather  information  to  write 
an  article  about  drug  dealing  would  be  free  to 
buy  and  sell  drugs  without  fear  of  prosecu¬ 
tion,"  stated  government  court  papers. 

In  1995,  Matthews,  who  has  worked  for 
NPR,  produced  a  three-part  series  on  the 
explosion  of  child  pom  on  the  Net  for 
WTOP-AM  radio  in  Washington. 
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MARKETING/SALES 


Big  national  advertisers 
are  eyeing  gay  press 


Mainstream  ads  surge 
in  nation’s  152  gay 
newspapers  and  magazines 

by  Joe  Nicholson 


some  gay  publishers  have  toned  down  racy 
ads  and  coverage  to  ease  the  way  for  con¬ 
servative  corporate  executives. 

Subaru  has  been  a  pioneer  in  going  into 
gay  publications  and  designing  ads  geared 
to  gays.  And  the  auto  maker’s  executives 


A  recent  survey  finds  advertising 
spending  in  the  nation’s  152  gay 
newspapers  and  magazines  rose  to 
$120.4  million  last  year. 

Mulryan/Nash,  a  New  York  City-based 
communications  consulting  firm  which 
conducted  the  survey,  says  the  20.2%  jump 
in  ad  spending  in  gay  publications  last  year 
far  exceeded  the  increase  in  mainstream 
newspapers.  The  Newspaper  Association  of 
America  reports  ad  expenditures  in  1998 
totaled  $43.9  billion,  an  increase  over  the 
previous  year  of  6.3%. 

In  recent  years,  gay  papers  have  begun 
competing  for  ads  from  mainstream  cor¬ 
porations. 

Who  turned  on  the  money  spigot  for  gay 
newspapers?  Primarily,  it  has  been  corpo¬ 
rate  marketers  who  are  seeking  bigger  mar¬ 
ket  shares  by  aggressively  selling  to  niches, 
which  have  expanded  from  professional, 
racial,  and  ethnic  groups  to  include  gays. 
Salivating  over  big  mainstream  bucks. 


were  determined  to  avoid  the  mistakes  of 
white  advertisers  who  went  into  black  publi¬ 
cations  with  all-white  stables  of  models. 

“People  tell  horror  stories  about  advertis¬ 
ers  running  ads  with  white  couples  or  white 
models  in  all-black  publications,”  says  Tim 
Bennett,  Subaru  of  America’s  marketing  ser¬ 
vices  manager. 

Facing  fierce  competition,  Subaru 
switched  its  emphasis  in  1994  from  main¬ 
stream  to  niche  marketing. 

“We  researched  who  was  buying  our  all¬ 
wheel-drive  wagon  products,”  recalls 
Subaru ’s  Bennett  and  found  many  cus¬ 
tomers  fell  in  niches,  including  educators, 
health  care  professionals,  and  technical 
professionals. 

“Anothei  group  that  came  up  was  les¬ 
bians,”  says  Bennett,  explaining  lesbians 
were  identified  after  researchers  investigat¬ 
ed  a  cluster  of  female  Subaru  owners  in 
Northampton,  Mass. 

As  Subaru  had  with  other  niche  groups,  it 
wanted  to  advertise  directly  to  lesbians.  U.S. 


Subaru  officers  won  the  backing  of  skeptical 
Japanese  executives  in  Tokyo,  says  Bennett, 
“when  we  showed  them  the  research.” 

Subaru  still  feared  a  lesbian  campaign 
could  “make  a  misstep,”  says  Bennett.  So  it 
turned  to  Mulryan/Nash,  which  has  a  spe¬ 
cialty  in  gay  advertising.  The  firm  estimates 
gays  and  lesbians  make  up  7%  to  11%  of 
the  nation’s  adult  population,  a  higher  esti¬ 
mate  than  that  of  some  others. 

“The  first  campaign  used  same-sex  cou¬ 
ples,”  says  Bennett.  Four  or  five  different 
gay-orientated  ads  ran  in  about  two  dozen 
gay  publications. 

Subaru  braced  for  backlash.  In-house 
and  outside  public  relations  consultants  put 
together  canned  press  releases  responding, 
says  Bennett,  to  those  who  might  say  “why 
are  you  deciding  to  do  this?  You  are  moral¬ 
ly  wrong.” 

The  backlash  only  consisted  of  dozens  of 
phone  calls  and  letters  as  well  as  “a  huge 
box  load  of  petitions  from  some  church 
down  South.” 

The  bigger  development  was  what  might 
be  called  a  frontlash,  although  Subaru  has 
not  been  able  to  pinpoint  exactly  how  much 
is  due  to  gay  customers.  Over  five  years, 
U.S.  annual  sales  of  Subaru  increased  from 
104,000  to  148,000  cars,  and  revenue 
Jumped  from  $1.2  billion  to  $3.5  billion. 

What’s  next  for  Subaru?  “We’re  taking  it 
one  step  further  this  year  by  doing  bill¬ 
boards,  bus  shelters,  and  ads  on  the  outside 
of  buses,”  says  Bennett.  “We’re  going  to  be 
more  fully  out.” 

Subaru  isn’t  the  only  company  that 
knows  where  the  money  is. 

Chase  Manhattan  Bank  has  asked 


American  Express  Financial  Advisors  helps  get  “around  restrictions  placed 
on  unmarried  couples.”  Subaru  and  United  Airlines  appeal  to  lesbians  and  gays. 


Mulryan/Nash  to  prepare  its  first  national 
campaign  in  the  gay  press.  Scott  Matter,  a 
spokesman  for  Mulryan/Nash.  says  the 
campaign  is  expected  to  run  later  this  year. 

Occasional  ads  in  the  gay  press  for 
Coors  Brewing  Co.  —  including  some 
specifically  designed  for  gays  —  have 
probably  provoked  the  most  confusion 
among  both  gay  customers  and  gay  critics. 

Some  members  of  the  Coors  family  have 
been  a  highly  publicized  source  of  funding 
for  anti-gay  groups  for  more  than  two 
decades,  and  there  has  been  a  sporadic  boy¬ 
cott  of  Coors  by  some  gays. 

Joe  Puentes,  a  Coors  Brewing  Co. 
spokesman,  says,  “We’re  talking  about  two 
different  entities  here.”  The  Adolph  Coors 
Foundation  “as  I  understand  it,  was  set  up 
by  trusts  by  deceased  family  members,” 
explains  Puentes.  As  for  the  boycott, 
Puentes  says,  “There  are  probably  some 
pockets  of  the  gay  community  that  still  talk 
today  about  boycotting  Coors.” 

The  Advocate,  the  oldest  national  gay 
publication  with  32  years  in  business,  has 
had  a  recent  upsurge  in  corporate  ads  due  to 
“a  growing  comfort  level  in  corporate 
America  with  the  gay  and  lesbian  markets,” 
says  Michael  Phelps,  who  left  Hearst 
Magazines  a  year  ago  to  become  The 
Advocate'^  sales  development  director. 

“There  is  so  much  more  potential 
growth”  in  gay  media  ad  revenue,  says 
Phelps. 

The  biggest  increase  has  been  corporate 
recruitment  ads.  “More  and  more  compa¬ 
nies  are  adding  the  lesbian  and  gay  seg¬ 
ments  to  their  existing  efforts  to  (recruit) 
African-Americans  and  Hispanic- 
Americans,”  says  Phelps. 

The  Advocate  recently  signed  up  Aetna 
and  computer  services  giant  EDS.  Auto 
makers  and  dealers,  who  pour  billions  into 
ads  in  dailies,  are  described  by  Phelps  as 
the  advertisers  who  are  most  reluctant  to 
gamble  big  bucks  on  the  gay  press. 

The  surge  in  ad  dollars  going  to  gay  pub¬ 
lications  does  not  necessarily  mean  a  loss 
for  mainstream  newspapers,  according  to 
Myles  Groves,  the  economist  who  recently 
left  the  Newspaper  Association  of  America 
to  join  The  Barry  Group,  a  Maryland-based 
consulting  company  that  specializes  in 
newspaper  circulation  and  advertising. 

The  education  and  income  levels  of  gays 
probably  means  they  read  major  metropoli¬ 
tan  dailies,  which  increasingly  cover  gay 
issues,  as  well  as  gay  periodicals,  says 
Groves.  As  for  print  advertisers,  he  says,  “I 
don’t  think  there  is  any  cannibalizing  or 
switching  from  one  to  the  other.” 

With  advertisers  pinpointing  the  size  of 


their  potential  gay  market.  Groves  says  The  money  will  most  likely  be  drawn, 
they  are  likely  to  increase  buys  in  both  says  Myles  from  promotion  budgets  as 
mainstream  dailies  and  gay  publications,  well  as  TV  and  radio  advertising.  |H 


The  big  names  are  coming  out 


Mulryan/Nash  conducts  an  annual  survey  of  companies  that  have  ads  in  gay  publica¬ 
tions.  Its  latest  scorecard  overflows  with  many  of  the  most  famous  corporate  names. 
Airlines  include  American,  British  Airways,  Continental  airlines,  and  United  airlines. 
Auto  makers  with  national  gay  print  campaigns  include  only  Subaru  and  Saab.  Saturn 
has  advertised  on  The  Advocate'^  Web  site.  Auto  dealers  with  ads  in  local  gay  newspa¬ 
pers  include  those  who  sell  Acura,  Audi,  BMW,  Buick,  Chrysler-Plymouth,  Dodge, 
Ferrari,  Ford,  Honda,  Hyundai,  Infiniti,  Jaguar,  Land  Rover,  Lexus,  Lincoln-Mercury, 
Mercedes-Benz,  Oldsmobile,  Pontiac,  Porsche,  Toyota,  Volkswagen,  and  Volvo. 

Beer  and  liquor  companies  include  Bacardi,  Bass  Ale,  Budweiser,  Chivas  Regal, 
Coors,  Miller,  and  Smirnoff  Black. 

Technology  companies  include  Bell  Atlantic  and  IBM.  Hotels  include  Holiday  Inn  and 
Quality  Inn.  Insurance  firms  include  local  branches  of  AllState,  Farmers,  MetLife, 
Nationwide,  and  State  Farm.  Investment  firms  and  banks  include  Citibank,  Merrill  Lynch, 
Dean  Witter  Reynolds,  and  Prudential  Securities. 

Movie  and  video  companies  include  Paramount  Pictures,  Sony  Pictures,  2()th  Century 
Fox,  and  Warner  Bros.  Real  estate  firms  include  local  branches  of  Century  21,  Coldwell 
Banker,  and  Prudential  Realty.  Recruitment  advertisers  include  American  Express 
Financial  Advisors  and  the  Los  Angeles  Police  Department.  Restaurants  include 
Houlihan’s  and  Pizzeria  Uno. 

Other  advertisers  include  American  Express,  Blockbuster  Music,  Bristol-Myers- 
Squibb  Co.,  Movado,  Shell  Gasoline,  Starbucks,  Swatch,  Workbench,  and  Yahoo.com. 
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Newcombe  hands  reins 
to  new  president  at  Creators 


Santiago  wiii  handie  daiiy 
operations  as  Newcombe 
switches  to  chairman  of 
the  12-year-otd  syndicate 

by  David  Astor 

Rick  Newcombe  has  named  Mike 
Santiago  to  succeed  him  as  presi¬ 
dent  of  Creators  Syndicate. 
Newcombe,  who  founded  Creators  in 
1987,  is  assuming  the  title  of  chairman 
and  chief  executive  officer.  He  plans  to 
concentrate  on  seeking  new  talent,  mar¬ 
kets,  business  opportunities,  and  joint 
ventures.  Creators  recently  signed  a  deal 
placing  20  of  its  comics  on  United 
Media’s  heavily  trafficked  Web  site  {E&P, 
Feb.  27,  p.  35). 

“The  newspaper  industry  is  changing 
rapidly,  and  1  believe  that  any  syndicate 
trying  to  coast  with  a  business-as-usual 
approach  will  be  left  behind,”  says  the 
Creators  owner. 

Newcombe,  48,  will  also  continue  to 
work  closely  with  columnist  Ann  Landers, 
“B.C.”/“Wizard  of  Id”  cartoonist  Johnny 
Hart,  and  others  who  Joined  Creators  in  its 
early  days.  “They’re  the  ones  who  helped 
me  get  started,”  he  says. 

Santiago,  who  will  be  in  charge  of  day- 
to-day  operations,  says:  “I’m  delighted  to 
have  the  opportunity  to  take  Creators  into 
the  2 1  St  century.” 

Previously  executive  vice  president  and 
chief  operating  officer  of  Creators, 
Santiago  retains  the  COO  title.  He  became 
executive  vice  president  in  1994,  seven 
years  after  Joining  the  syndicate.  The  cer¬ 
tified  public  accountant  graduated  magna 
cum  laude  from  the  University  of 
Southern  California  with  a  degree  in  busi¬ 
ness  administration. 

Newcombe  —  who,  as  president,  head¬ 
ed  Creators’  sales  operations  —  also 
named  Margo  Sugrue  the  syndicate’s  first- 
ever  national  sales  director.  Sugrue,  pro¬ 
moted  from  Midwest  regional  sales  direc¬ 
tor,  holds  a  master’s  in  communication 


from  Northwestern  University. 

And  Santiago,  44,  announced  that  Clare 
Chavez  has  Joined  the  Creators  sales  staff. 
Chavez,  valedictorian  at  the  University  of 
Dallas  in  Irving,  Texas,  previously  super¬ 
vised  a  nonprofit  tutoring/mentoring  pro- 


by  David  Astor 

Pat  Buchanan  has  suspended  his 
column  yet  again  as  he  gears  up  for 
another  presidential  run. 
Meanwhile,  Hillary  Rodham  Clinton 
wants  to  stay  syndicated  if  she  decides  to 
seek  a  U.S.  Senate  seat  in  New  York. 

Buchanan  halted  his  column  for  the 
fourth  time  earlier  this  month  as  he  pre¬ 
pared  for  another  try  at  the  Republican 
presidential  nomination.  He  previously 
stopped  his  op-ed  feature  in  1996,  when  he 
finished  second  to  Bob  Dole  in  the  GOP 
primary;  in  1992,  when  he  challenged 
George  Bush;  and  in  the  1980s,  when  he 
worked  for  the  Reagan  administration. 

The  Creators  Syndicate  writer,  who 
also  worked  in  the  Nixon  administration 
and  as  an  editorial  writer  for  the  now- 
defunct  St.  Louis  Globe-Democrat,  began 
his  column  in  1974. 

Clinton  is  also  distributed  by  Creators 
Syndicate.  Creators  chairman  and  CEO 
Rick  Newcombe  says  the  first  lady,  if  she 
runs,  “would  like  to  continue  her  column 
at  least  for  the  international  market.  We 


gram  for  inner-city  girls. 

The  Los  Angeles-based  Creators, 
which  distributes  over  80  features,  is  one 
of  the  five  bigge.st  syndicates  in  the  coun¬ 
try  —  and  one  of  the  two  biggest  not 
owned  by  a  newspaper  chain. 


might  also  still  offer  it  domestically  but 
not  in  New  York.” 

He  reports  that  Clinton’s  column  runs 
regularly  or  occasionally  in  more  than 
200  papers,  about  two-thirds  of  them 
abroad.  This  number  has  held  relatively 
steady  since  news  of  her  husband’s 
affair  with  Monica  Lewinsky  broke  in 
early  1998. 

Some  newspapers  dropped  the  first 
lady’s  weekly  feature  because  it  rarely 
addressed  the  scandal  and  impeachment 
hearings.  But  Newcombe  says  other 
clients  signed  on  because  Hillary,  whose 
approval  ratings  rose  during  the  past  year, 
“obviously  has  a  big  following.” 

The  first  lady  directly  commented  on 
the  scandal  only  "two  or  three  times” 
during  the  past  year,  according  to 
Newcombe,  who  adds  that  he  doubts  she 
will  write  about  Lewinsky’s  much- 
hyped  March  3  interview  with  Barbara 
Walters. 

Instead.  Clinton  uses  her  1995-found- 
ed  column  to  focus  on  life  in  the  White 
House,  her  travels,  women’s  issues,  chil¬ 
dren’s  issues,  and  other  topics.  ■§ 


Buchanan  halts  column, 
hut  first  lady  may  not 
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Six  named  at 
KRT  and  TMS 

Fred  Povey  has  been  named  managing 
editor  of  Knight  Ridder/Tribune  News 
Service  and  Jane  McDonnell  managing 
editor  of  KRT  Special  Sections,  effective 
April  1.  They  will  report  to  Mike  Duggan, 
director  of  both  operations. 

Povey,  47,  became  news  editor  of  the 

Etcetera  ... 

The  AP  Photo  Archive  is  now  acces¬ 
sible  to  members  of  Business  Wire 
(www.businesswire.com).  Business 
Wire  pictures  are  available  in  the 
archive’s  new  Topic  Gallery  section  ... 
“Drabble,”  which  United  Feature 
Syndicate  distributes  to  over  200 
papers,  has  reached  its  20th  anniver¬ 
sary.  To  mark  the  milestone,  cartoonist 
Kevin  Fagan  created  a  special  series  of 
strips  in  which  Norman  Drabble  expe¬ 
riences  flashbacks  to  some  of  his  most 
embarrassing  moments  ...  Pat  Brady 
of  United  is  marking  his  comic’s  birth¬ 
day  with  the  “Rose  is  Ro.se:  15th 
Anniversary  Collection”  from  An¬ 
drews  McMeel  Publishing,  which  is 
affiliated  with  Universal  Press  Syndi¬ 
cate.  Brady’s  strip  appears  in  over  500 
papers  ...  Speaking  of  books.  “Men 
Are  From  Mars.  Women  Are  From 
Venus”  by  John  Gray  is  the  best-selling 
book  for  the  last  five  years  in  USA 
Today's  rankings.  Gray  also  does  a  col¬ 
umn  for  the  Los  Angeles  Times 
Syndicate  (LATS)  ...  Thomson  Tar¬ 
get  Media’s  Curiocity’s  FreeZone  kid 
Web  site  (http://freezone.com)  re¬ 
ceived  an  award  from  Cyberangels,  an 
online  safety  and  educational  program 
...  Another  award,  from  the  Vienna, 
Va.-based  Mothers  at  Home  organiza¬ 
tion,  was  presented  to  LATS  op-ed 
columnist  Cal  Thomas  for  a  piece  he 
wrote  wondering  why  a  Vanity  Fair 
magazine  list  of  America’s  most  influ¬ 
ential  women  didn’t  include  at-home 
mothers  ...  Collegiate  Presswire 
(www.cpwire.com)  has  introduced 
“Collegiate  Presswatch,”  an  electronic 
monitoring  service  that  tracks  brand 
mentions  in  about  100  campus  news¬ 
papers  on  a  daily  basis. 


news  service  in  1995  after  24  years  with 
the  Lexington  (Ky.)  Herald-Leader. 
McDonnell,  46,  has  held  various  titles 
since  joining  KRT  11  years  ago.  In  1993, 
she  developed  “FreshNews”  and 
“KidNews,”  the  first  of  the  paginated 
products  that  led  to  the  creation  of  the  spe¬ 
cial  sections  department. 

In  other  appointments.  Tribune  Media 
Services  (TMS),  which  markets  KRT 
worldwide,  has  promoted  three  people  in 
its  news  and  features/KRT  division.  It 
named  Jan  Bunch  telemarketing  manager, 
Julie  Kaempfer  marketing  coordinator  for 
news  and  features/KRT,  and  Erin  Bening- 
ton  product  manager  for  KRT. 

And  TMS  has  named  Sharon  Lee  inter¬ 
active  account  executive  for  its  advertising 
and  database  products  division.  Lee,  who 
will  be  based  in  the  company’s  Los 
Angeles  office,  will  handle  Internet  ad 
sales  for  TVQuest  (www.TVQuest.com), 
Ultimate  TV  (www.UltimateTV.com),  and 
the  TV  Tonight  service  that  offers  person¬ 
alized  daily  e-mail  alerts. 

‘Free’  to  be  in 
hopper  for  TV 

Hearst  Entertainment  and  NBC  Studios 
are  developing  a  prime-time  animated 


series  based  on  the  “Free  for  All”  comic 
by  Brett  Merhar. 

The  strip,  which  stars  \  „dlthy  wheeler- 
dealer  Clay  Zeeman  and  his  nice-guy  pal 
Johnny  Jenkins,  was  launched  last  April 
by  the  Hearst-owned  King  Features 
Syndicate. 

Merhar ’s  comic  now  appears  in  over  50 
papers,  including  the  Atlanta  Journal  and 
Constitution,  Denver  Rocky  Mountain 
News,  The  Detroit  News,  and  The 
Philadelphia  Inquirer. 

Fix  of  motion  pix 
people  proffered 

The  Los  Angeles  Times  Syndicate 
(LATS)  is  offering  dozens  of  Los  Angeles 
Times  photos  from  the  upcoming  Acad¬ 
emy  Awards. 

The  pictures,  along  with  pricing  infor¬ 
mation.  will  be  posted  on  NewsCom  for 
viewing  and  downloading  on  Oscar  night, 
March  2 1 . 

LATS  is  also  offering  more  than  150 
Times  photos,  accompanied  by  captions, 
from  seven  decades  of  previous  Oscar 
ceremonies.  Some  of  the  images  are 
being  seen  for  the  first  time  since  their 
original  publication  in  the  Times,  accord¬ 
ing  to  LATS. 


The  Zorro 
Comic  Strip. 

/ 

Coming  to 
Newspapers 
in  April. 
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Gretag  Imaging  to  buy 
Cymbolic  Sciences 


Swiss  supplier  to 
photo-finishing  industry 
to  acquire  maker  of  CTP 
and  other  digital  imagers 

by  Jim  Rosenberg 

Photofinishing  and  imaging  technol¬ 
ogy  supplier  Gretag  Imaging  AG, 
Regensdorf,  Switzerland,  is  in  the 
final  stages  of  negotiating  the  purchase  of 
Cymbolic  Sciences,  developer  of  comput- 
er-to-plate  and  film  imagers  for  newspa¬ 
per  and  commercial  printers. 

Gretag  expects  to  close  the  transaction 
later  this  month  for  a  price  it  will  not  dis¬ 
close,  with  Cymbolic  functioning  as  an 
independently  operating  subsidiary. 

Besides  putting  Gretag  into  the  large- 
format  photofinishing  market  with  Cym- 
bolic’s  LighUet  digital  photo  printer,  the 
acquisition  moves  the  company  into  direct- 
to-plate  imaging  for  printers  —  among 
which  Cymbolic  has  300  or  so  PlateJet  ma¬ 
chines  in  use,  representing  about  one-sixth 
of  commercial  in.stallations  worldwide. 

But  while  Cymbolic  counts  itself  sec¬ 
ond  in  number  of  installations  of  CTP 
machines  of  all  types,  only  a  handful  of 
newspapers  use  its  NewsJet  internal-drum 
imager.  Among  users  are  the  Lexington 
(Ky.)  Herald-Leader  and  The  State 
Journal-Register,  Springfield,  111.  San 
Francisco  Newspaper  Agency  is  testing  a 
digital,  ultraviolet  laser  imager  for  flexo 
plates  based  on  the  NewsJet,  co-devel- 
oped  by  Polyfibron’s  NAPP  Systems. 

According  to  publically  traded  Gretag, 
privately  held  Cymbolic  had  sales  of  $43 
million  and  “a  small  operating  loss”  in 
1998.  Cymbolic  expects  a  small  profit  this 
year.  Its  250  employees  are  based  at  its 
U.S.  headquarters  in  Bellingham,  Wash., 
a  Canadian  factory,  and  offices  in  Hong 
Kong  and  Amsterdam. 

Monotype  Systems  Inc.,  Rolling  Mead¬ 
ows,  Ill.,  which  recently  reached  an  agree¬ 
ment  to  distribute  the  NewsJet  along  with 
its  own  PostScript  3  RIP  Express,  did  not 
return  calls  for  comment  on  the  proposed 


purchase  of  Cymbolic. 

Monotype’s  Advanced  Development 
Group  worked  with  Cymbolic  on  the 
LaserBus  interface  that  allows  multiple 
RIPs  to  drive  multiple  high-  and  low-reso¬ 
lution  imagers,  including  the  NewsJet. 

Earlier,  Cymbolic  moved  its  headquar¬ 
ters  south  from  Blaine,  Wash.,  on  the  Can¬ 
adian  border,  to  a  building  in  Bellingham, 
where  it  has  space  to  expand. 

The  company  says  its  Blaine  office  “was 
meant  to  be  temporary,”  while  Bellingham, 
an  hour  north  of  Seattle,  was  considered 
ideal  owing  to  the  number  of  employees 
already  living  there  and  the  city’s  support¬ 
ive  infrastructure  and  business  mix. 
Cymbolic’s  manufacturing  plant  is  located 
near  Vancouver,  British  Columbia. 

When  it  bought  a  PlateJet  several  years 
ago.  The  State  Journal-Register  became 
Cymbolic’s  first  newspaper  user. 
Sufficiently  satisfied,  the  62,132-circula¬ 


tion  (71,137  Sunday)  Copley  Press  daily 
has  since  bought  a  NewsJet. 

“They  work  great.  We’re  pushing  as 
much  as  we  can  through  them,”  says 
platemaking  day  foreman,  Daryl  Ponder. 
“They  seem  to  hold  up  —  no  problems.” 

The  PlateJet  was  installed  to  handle  film 
supplied  by  commercial  printing  cus¬ 
tomers.  Ponder  says  staffers  who  consid¬ 
ered  other  machines  at  various  prices  and 
levels  of  automation  unanimously  decided 
to  stick  with  Cymbolic  for  newspaper  CTP. 

What  has  changed  is  the  plate.  For  the 
original  Polychrome  CTX,  says  Ponder, 
“the  processor  was  a  pain  . . .  just  too  main¬ 
tenance-intensive.”  The  paper  converted  to 
the  Agfa  Silverlith  it  had  considered  earli¬ 
er  (when  it  was  a  DuPont  product).  Two 
Silverlith  platelines  were  installed. 

What  will  change  is  platesetting  vol¬ 
ume.  Two-thirds  of  pages,  on  average,  are 
printed  from  digitally  la.ser-imaged  plates 
(varying  night-to-night  from  50%  to 
85%),  according  to  Ponder. 

But  the  platemaking  chief  says  CTP  out¬ 
put  is  expected  to  rise  to  95%  shortly  after 
a  newly  in.stalled  classified  system  is  up 
and  running  —  essentially  the  entire  news¬ 
paper  except  for  pages  with  advertiser-sup¬ 
plied  film  or  unexpected  problems.  H 


Latest  to  join  PressPoint 


New  York’s  Hometown  Newspaper” 
is  getting  an  out-of-town  edition. 
PressPoint  has  begun  sending  edi¬ 
tions  of  the  Daily  News,  specially  prepared 
for  digital  distribution  and  printing,  to  ho¬ 
tel  guests  in  New  York, 

Los  Angeles,  Washing¬ 
ton.  D.C.,  Chicago,  and 
London. 

PressPoint  recently 
began  transmitting  32- 
page  overseas  editions 
of  French,  Spanish, 

Austrian,  German,  Pol¬ 
ish,  and  Russian  nation¬ 
al  dailies  and  the  new, 

16-page  New  York- 
based  Bloomberg  News. 

It  also  has  agreements 
with  The  Times,  Lon¬ 
don,  The  Miami  Herald, 
and  El  Nuevo  Herald. 

The  Daily  News, 
however,  contains  nei¬ 
ther  the  front-page  color 


sported  by  all  but  one  of  the  other  editions, 
nor  the  full-color  ads  that  occupy  the  entire 
reverse  side  of  every  page  in  other 
PressPoint  editions. 

Publishers  transmit  page  files  to  Press- 
Point  hubs,  which  relay 
them  to  designated  remote 
locations  for  output  by 
Xerox  DocuTech  machines 
on  the  obverse  sides  of 
sheets  preprinted  by  offset 
with  full-page,  full-color 
ads  sold  for  three  to  12 
months. 

Distribution  through 
major  hotels  reaches  inter¬ 
national  business  travelers. 
Managed  by  former  New 
York  Times  Co.  execu¬ 
tives,  New  York-based 
PressPoint  (a  Scitex  Corp. 
spin-off)  is  arranging 
copy-request  auditing  for 
later  this  year. 

—  .Fim  Rosenberg 
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CCI  supplants  CText  In  Chicago, 
signs  three  more  major  metros 


Tribune  replaces  product 
of  years-long  project 
with  front  end  from  its 
pagination  supplier 

by  Jim  Rosenberg 

Danish  publishing  systems  develop¬ 
er  CCl-Europe  not  only  sold  sys¬ 
tems  to  three  more  longtime  Atex 
and  System  Integrators  users  but  also  will 
replace  the  Chicago  Tribune's  CText  edito¬ 
rial  front  end  —  a  project  completed  only 
in  1 995  after  six  years  of  work. 

The  Tribune  already  had  chosen  CCI  to 
supply  its  pagination,  and  Tribune  Co. 
dailies  in  Florida  already  had  contracted  for 
CCI  newsroom  and  pagination  software 
(one  also  will  use  CCI  ad  production). 

For  its  part,  however,  CText  will  install 
a  new  advertising  system  for  one  of  CCl’s 
three  new  editorial-system  customers. 


With  the  addition  of  the  The  Dallas 
Morning  News,  The  Orange  County 
Register,  and  The  Seattle  Times,  CCI 
now  counts  15  North  American  cus¬ 
tomers  —  every  one  a  national,  major 
metro  or  large  regional  daily  (E&P,  Feb. 
27,  p.  29). 

3  SYSTEMS  IN  3V2  YEARS 

Whereas  Dallas,  Orange  County,  and 
Seattle  will  move  off  systems  that  went  in 
years  ago,  were  periodically  upgraded, 
and  generally  served  the  papers  well, 
Chicago  turned  off  its  old  but  powerful 
Hendrix  front  end  only  372  years  ago, 
when  its  long-aboming  CText  front  end 
took  over. 

The  CText  project  stretched  on  for 
more  than  six  years  as  perhaps  the  first 
PC-based  front  end  for  a  major  metro.  By 
the  time  it  was  reported  stable  and  per¬ 
forming  to  the  customer’s  satisfaction, 
much  had  changed.  The  system’s  data¬ 
base  service  is  handled  by  RISC-based 


Tandem  minicomputers  (E&P,  Jan.  21, 
1995,  p.  30). 

At  least  one  other  vendor  attempting  a 
similar  project  bailed  out:  When  DuPont 
left  the  publishing  systems  business  that 
came  with  its  Crosfield/Camex  acquisi¬ 
tion,  it  also  left  the  Houston  Chronicle 
(among  others)  with  an  unfinished  system. 

In  the  end,  neither  system’s  client 
workstations  were  what  would  be  regard¬ 
ed  as  standard  platforms.  The  Chronicle's 
system  relies  on  Unix  workstations  and  X 
terminals;  the  Tribune's  450-plus  seats 
have  machines  running  under  OS/2.  Its 
CCI  NewsDesk  system  will  run  under 
Windows  NT  (with  some  Macintoshes  in 
the  art  and  photo  departments). 

CText  pushed  the  project  to  comple¬ 
tion  in  Chicago,  creating  a  scalable  sys¬ 
tem  it  could  sell  to  other  papers  —  all 
the  while  pursuing  a  classified  advertis¬ 
ing  project,  in  partnership  with  an  IBM 
subsidiary,  for  an  even  bigger  customer, 
the  Los  Angeles  Times. 


Plan  to  Survive! 


You  can  tell  people  how  to  survive  a  tornado  and 
provide  a  FREE  brochure  to  your  readers.  The  brochure 
explains  how  to  survive  a  tornado.  We’ll  send  you  copies 
to  distribute  or  you  may  ask  people  to  write  directly  to 
State  Farm. 

Send  us  the  form  at  right,  or  e-mail  this  information  to: 

info(§>statefarm.com 

“Tornado:  Plan  to  Survive!”  is  jointly  sponsored  by  the 
National  Coordinating  Council  on  Emergency 
Management  and  State  Farm  Fire  and  Casualty  Company. 


Please  send  the  following: 

_ Press  release/general  information 

_ Information  about  potential  interview  subjects 


_ Brochures  (quantity: _ ) 

_ Poster 

Name: _ _ 

Title:  _ 

Newspaper: _ _ 

Address: _ _ 

(no  P.O.  Box) 

City: _ State:.  _ 

Zip:  _  .  Phone:  _  _ _ 

Mail  to:  TORNADO  /  Public  Affairs  Department 
State  Farm  Insurance 
One  State  Farm  Plaza 
Bloomington,  IL  61710-0001 

Phone:  (309)  766-2625  Fax:  (309)  766-1 1 81  E 
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Conversion  at  the  673,508-circulation 
Tribune  (eight  daily  ROP  zones,  10  pre¬ 
print  distribution  zones,  a  million-plus 
Sunday  circulation)  began  last  fall,  with 
implementation  of  CCI  ad-stacking  soft¬ 
ware.  Ads  will  be  paginated  one  section 
at  a  time  through  this  year.  Editorial  pag¬ 
ination  is  slated  to  begin  in  September, 
with  full  pagination  to  be  accomplished 
one  year  later. 

CCI  NewsDesk  was  chosen  for  its  tight 
integration  with  CCI  pagination.  The  two 
grew  out  of  the  same  development,  where¬ 
as  the  CText  front  end  and  CCI  pagination 
would  have  to  be  integrated  on  site. 

With  NT,  Joseph  Leonard,  Tribune 
associate  editor  for  operations,  gets  to  use 
the  latest  versions  of  software,  while  work¬ 
ing  under  OS/2  (“outdated”  because  it 
“isn’t  supported  as  a  viable  product”) 
requires  that  he  use  emulators. 

“If  you’re  going  to  put  in  a  pagination 
system,”  he  asks,  “why  not  have  the  front 
end  be  a  part  of  the  same  system  . . .  rather 
than  porting  stuff  back  and  forth”  between 
different  suppliers’  systems  running  under 
different  operating  systems. 

Nevertheless,  the  CText  project  repre¬ 
sented  a  considerable  investment  in  new 
technology.  Apart  from  Leonard,  neither 
newspaper  project  managers  nor  corporate 
technology  executives  returned  telephone 
inquiries  about  the  changeover. 

Though  not  eager  to  be  named,  some 
users  shared  their  experiences  on  the  out¬ 
going  system.  But  their  mixed  reports 
included  system  problems  probably  not 
attributable  to  the  publishing  software: 
common  workstation  freezes,  30-  to  45- 
minute  system  delays  and  crashes  with 
only  occasional  warning. 

Recalling  an  afternoon  crash  last  fall 
that  persisted  so  long  it  threatened  publi¬ 
cation  of  the  day’s  edition,  one  staffer  says 
that  for  all  the  good  intentions  related  to 
the  system,  “there’s  really  something 
lacking  in  execution.  This  thing’s  just 
been  a  nightmare.” 

Believing  its  needs  are  unique.  Tribune 
sought  a  unique  solution  from  CText,  ac¬ 
cording  to  a  staffer,  who  says  “part  of  the 
problem  is  your  basic  Tribune  arrogance.” 

More  than  one  newsroom  staffer  cites 
widespread  “frustration”  with  the  pace  of 
progress.  After  numerous  dry  runs  and  con¬ 
tinuing  problems,  one  recalles,  training 
was  begun  in  1 995  and  pagination  expect¬ 
ed  in  1998;  now  a  newer  front  end  is  slat¬ 
ed  for  fall,  with  pagination  to  follow  that. 

Leonard  concedes  there  were  “growing 
pains”  with  CText’s  Dateline  system.  But, 


in  a  career  that  encompasses  five  different 
front  end  systems,  he  says  he’s  learned  to 
expect  the  same  from  any  system  at  start¬ 
up,  including  CCI’s  NewsDesk. 

At  this  point,  Leonard  finds  CText’s 
system  “is  still  working  quite  fine.”  And, 
like  the  Hendrix  Edit  V  before  it  and  the 
CCI  to  come,  it  has  automatically  updated 
dynamic  directories  that  mean  “you  don’t 
have  to  click  off  and  sign  back  on”  for  a 
fresh  view  of  story  status.  Even  with  the 
recent  extra  burden  of  handling  feeds  into 
and  out  of  the  City  News  operation  that’s 
been  taken  in  house  {E&P,  Feb.  20,  p.  19), 
he  adds,  the  system  “runs  beautifully.” 

Nevertheless,  Leonard  sees  the  sense  in 
moving  on.  “It  is  just  a  business  decision,” 
he  says.  “Integration  of  CCI  into  the  CText 
system  required  a  lot  of  OS/2  support  that 
really  wasn’t  there.  So  the  company  said, 
let’s  do  it  right  and  put  in  an  NT.  That’s  not 
a  big  dollar  decision  when  you  bring  in  as 
much  money  a  year  as  this  paper.” 

Calling  it  foolish  for  Tribune  to  divert 
revenue  to  the  task  of  pumping  life  into  the 
CText  system,  he  asks,  “Why  would  we 
want  to  jeopardize  our  revenue  stream  on 
[an  operating]  system  that  isn’t  supported?” 

Examinations  of  Y2K  issues  “called  a  lot 
to  our  attention”  regarding  system  support 
issues,  he  says  —  noting  that  both  the 
CText  and  CCI  systems  are  Y2K  compliant. 

3  CUSTOMERS  IN  3V2  MONTHS 

Of  the  three  sites  CCI  signed  since  last 
summer  —  all  in  major  markets  with 
neighboring  competitors  —  the  Dallas 
Morning  News  contracted  for  a  6(K)-seat 
NewsDesk  editorial  system  to  replace  its 
System  Integrators  Inc.  front  end  and 
Digital  Technology  International  pagina¬ 
tion  systems.  The  new  system  will  serve 
the  484,597-circulation  metro  (three  edi¬ 
tions  in  eight  zones),  its  electronic  media, 
and  the  27,000-circulation  suburban 
Arlington  Morning  News.  Washington, 
Austin,  and  Plano  bureaus  will  be 
equipped  with  NewsDesk  and  networked 
with  Dallas. 

A  Software  Construction  Co.  customer 
for  over  five  years.  The  Morning  News 
returned  to  the  Atlanta  developer  for  its 
MediaServer  workflow  and  archive  data¬ 
base  for  handling  photos  and  graphics, 
with  system  access  also  available  via  stan¬ 
dard  Web  browsers. 

Cited  by  the  paper  for  its  speed  and 
degree  of  customization,  MediaServer 
upgrades  an  existing  SCC  PhotoGrid  and 
PhotoFactory  installation.  It  supports  auto¬ 
matic  indexing  and  storage  of  completed 


pages  in  Acrobat  PDF,  display  ads,  logos 
and  news  graphics  in  EPS  format,  wire  ser¬ 
vice  text,  copy  exported  from  the  editorial 
system,  and  multimedia  sound  and  video 
clips  (QuickTime,  WAV,  MPEG  formats). 

CCI’s  420- workstation  system  for  the 
364,404-circulation  Orange  County  Reg¬ 
ister,  Santa  Ana.  Calif.,  will  replace  a  15- 
year-old  Atex  system  and  other  technolo¬ 
gy.  Twenty-six  weeklies,  including  the 
Spanish-language  Excelsior,  also  will  be 
produced  on  NewsDesk.  as  will  content 
for  electronic  media.  All  satellite  news¬ 
rooms  will  be  equipped  with  CCI  work¬ 
stations  and  connected  by  a  wide  area  net¬ 
work  to  the  main  newsroom. 

Seattle’s  smaller  (275-plus  seats)  News- 
Desk  installation  replaces  an  older  (20 
years)  Atex  system  to  produce  content  for 
five  editions  in  four  zones  and  for  elec¬ 
tronic  media.  Three  bureaus  will  be  simi¬ 
larly  equipped. 

CTEXT  AND  CCI  IN  DALLAS 

While  the  Tribune  elected  to  replace  its 
almost-new  CText  editorial  system  with 
CCI’s  NewsDesk,  The  Dallas  Morning 
News  is  bringing  in  CText  on  the  advertis¬ 
ing  side  even  as  it  implements  its  own  CCI 
NewsDesk  system.  Its  Riverside.  Calif., 
sister  daily.  The  Press-Enterprise,  will 
install  the  same  system. 

Following  an  evaluation  at  CText 's  Ann 
Arbor.  Mich.,  headquarters.  Belo  tested 
the  system  in  a  “model-office”  en¬ 
vironment  (as  did  the  Los  Angeles  Times) 

—  staged  at  an  IBM  benchmark  facility 

—  designed  to  simulate  operation  of  the 
full-scale  system  under  different  loads. 
Austin-based  Clam  Associates  served  as 
third-party  testing  monitor. 

The  papers  (including  Belo’s  Dallas- 
Fort  Worth  Suburban  Newspapers)  move 
from  Atex  systems  to  NT-based  CText 
AdVision  and  ALPS  classified  pagination 
software  in  spring.  The  Texas  sites  are 
installing  almost  250  AdVision  seats 
linked  to  IBM  RS6(XX)  primary  and  sec¬ 
ondary  database  servers  running  Sybase 
Open  Switch  automatic  failover  and  an 
off-site  disaster-recovery  server  —  all 
synchronized  with  Sybase  Replication 
Server.  Riverside  is  getting  approximate¬ 
ly  100  seats  on  two  servers. 

New  features  of  the  software  include 
browser-based  customer  self-service 
(order  entry,  current  balance,  WYSIWYG 
preview),  customizable  screens  and 
WYSIWYG  logo  management,  multiple 
column  text,  and  automatic  selection  of 
charges  based  on  text  composition. 
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NCAA 

Continued  from  page  12 
single  tournament  game  leading  up  to  the 
Final  Four,”  Foley  says  of  the  343,000-cir¬ 
culation  daily.  “We  want  to  focus  on  it  from 
the  beginning.” 

For  sports  Web  sites,  meanwhile,  this 
year’s  event  has  drawn  more  activity  and 
advertising  than  any  previous  NCAA  tour¬ 
nament,  while  also  spurring  a  wave  of  new 
Web  services  seeking  to  cash  in  on  the  hype. 

At  ESPN.com,  spokesman  Eric  Handler 
reports  a  record  activity  day  on  March  8, 
when  tournament  pairings  were  announced, 
with  12.7  million  page  views  and  2.2  mil¬ 
lion  visitors,  more  than  any  previous  day 
since  the  site  launched.  ESPN.com  also  is 
one  of  many  that  lets  fans  bring  the  infa¬ 
mous  office  pool  to  the  Web  in  the  fonn  of 
personalized,  group  tournament  contests. 

At  other  sports  Web  sites,  the  story  is 
similar.  “Our  coverage  has  really  evolved 
because  we  now  know  what  people  want 
from  a  Web  site,”  says  Mitch  Gelman, 
assistant  managing  editor  of  CNNSl.com, 
the  joint  CNN/Sports  Illustrated  creation. 
“The  audience  wants  quick,  concise  enter¬ 
tainment  and  information.” 

CNNSl  has  added  more  charting  analysis 
for  each  game,  a  history  page,  and  contests 
for  those  who  want  to  pick  the  tournament 
winners,  resulting  in  a  near  doubling  of  Web 
activity  compared  to  last  year.  Web  site  spon¬ 
sorship  also  has  increased  from  three  full 
sponsors  for  the  1998  tournament  coverage 
to  five  for  this  year’s  site,  which  include 
Chevrolet.  Intel,  Rockport.  Kawasaki,  and 
Universal  Studios,  according  to  CNNSl 
spokesman  Hart  Hooten. 

At  FoxSports.Com,  Web  gurus  have 
added  more  programs  using  Fox’s  on-air  tal¬ 
ent,  such  as  sports  talk  veteran  Jim  Rome 
and  radio  host  Tom  Tolbert.  The  Web  effort 
also  includes  more  online  contests  and  inter¬ 
views,  plus  “real-time”  scores  of  each  game. 

Other  new  sites  offering  live  tournament 
coverage  or  pool-type  contests  include 
broadcast.com.  netscape.com,  and  snap.com. 
Two  sites  that  provide  a  round-up  of 
columns,  stories,  and  statistics  are 
Sportpages.com  and  ArmchairQB,  each  of 
which  launched  in  1998. 

In  addition,  online  gambling,  which  con¬ 
tinues  to  battle  with  federal  authorities  for 
legitimacy,  is  on  the  rise  as  the  tournament 
gets  running,  according  to  gaming  observer 
John  Hansen  of  Casino  Player  magazine. 

“This  is  probably  the  biggest  [online  gam¬ 
bling]  event,  even  more  than  the  Super  Bowl,” 
says  Hansen,  who  covers  online  wagering  for 
the  monthly  publication.  “Their  advertising  is 
catered  toward  the  tournament.” 


Hansen  adds  that  the  number  of  online 
gambling  sites  has  increased  from  about 
1(X)  to  more  than  200  in  12  months.  Hi 

DiMaggio 

Continued  from  page  12 
produced  by  New  York’s  other  tabloids,  the 
New  York  Post  and  Newsday  —  the  Long 
Island  daily  that  also  circulates  in  New  York 
City.  Both  newspapers  added  20  extra  pages 
to  their  regular  editions. 

“He’s  as  big  a  sports  figure  as  you  can 
know,”  says  Newsday  sports  editor  Steve 
Ruinsky.  He  says  the  extra  section  cost  about 
S20,0(X).  “He  is  a  real  New  Yorker..” 

Post  spokesman  Ken  Chandler  says  the 
5.50,000-circulation  tabloid  added  an  extra 
35.(XX)  copies  of  the  paper  to  newsstands  but 
would  not  reveal  the  extra  coverage’s  cost. 

Other  New  York  City  editors  say 
DiMaggio's  passing  warranted  the  stepped- 
up  reporting. 

“DiMaggio  was  something  of  an 
American  icon,”  says  Neil  Amdur,  sports 
editor  of  The  New  York  Times,  which 
reported  his  passing  in  an  unusual  above- 
the-fold,  multicolumn  headlined  story. 

The  Times  coverage  included  three  full 
pages  of  DiMaggio  stories,  which  required 
the  usual  eight-page  sports  section  to 
expand  to  1 0  pages.  Stories  ranged  from  an 
analysis  of  his  record  56-game  hitting  streak 
to  a  column  by  singer  Paul  Simon,  whose 
hit  song  “Mrs.  Robinson”  coined  the  phrase. 
“Where  have  you  gone  Joe  DiMaggio?” 

DiMaggio's  death  also  drew  Page  One 
coverage  from  The  Wall  Street  Journal, 
which  doesn’t  regularly  cover  sports.  For  the 
March  9  edition,  the  Journal  placed  the 
DiMaggio  story  above  the  fold,  in  the  upper, 
left  comer  with  an  inside  page  Jump. 

“We  saw  the  story  of  Joe  DiMaggio  as 
cutting  across  lots  of  emotions  and  social 
trends.”  says  Journal  managing  editor  Paul 
Steiger.  “It  said  something  about  the 
American  character  in  the  last  two-thirds  of 
the  century.” 

But  special  DiMaggio  coverage  was  not 
limited  to  New  York  newspapers. 

In  San  Francisco,  DiMaggio’s  home¬ 
town  and  final  resting  place,  the  afternoon 
Examiner  ran  about  three  pages  of  cover¬ 
age  in  its  Monday  edition,  which  published 
just  hours  after  the  baseball  hero’s  death, 
while  the  morning  Chronicle  devoted  six 
pages  of  inside  space,  including  the  entire 
sports  section  front  page  to  his  passing. 

“His  roots  are  deep  here,”  says  Examiner 
sports  editor  Glenn  Schwarz.  “He  has 
always  been  such  a  big  hero  here,  not  just 
in  New  York.” 


_ CONTINUED _ 

To  open  or  not  to 
open  gov’s  records 

In  a  precedent-setting  open  records  case. 
Maryland’s  top  court  is  expected  to  mle  on 
whether  the  telephone  and  scheduling  rec¬ 
ords  of  the  governor  and  three  top  aides 
must  be  turned  over  to  The  Washington  Post. 

Lawyers  for  the  newspaper  and  Gov. 
Parris  N.  Glendening.  a  Democrat,  present¬ 
ed  their  cases  last  week  before  the  .state’s 
highest  court,  the  Court  of  Appeals,  over 
the  Public  Information  Act.  which  covers 
what  government  records  are  open  to  pub¬ 
lic  review  and  inspection  and  which  docu¬ 
ments  are  exempt. 

Patrick  J.  Carome,  who  is  representing 
the  Post,  says  the  paper  is  not  seeking 
access  to  the  content  of  the  governor  or  his 
aides’  discussions  but  to  who  was  talked  to 
and  who  they  met  with.  He  says  the  gover¬ 
nor’s  claim  to  withhold  these  records  is  not 
covered  under  the  law.  “What  this  case  is 
about  is  whether  the  executive  privilege 
encompasses  these  telephone  and  calendar 
records  and  our  position.”  says  Carome. 

The  governor’s  office,  in  court  filings, 
maintains  the  chief  executive  needs  a  zone 
of  confidentiality,  where  he  can  carry  on 
the  business  of  government,  without  fear¬ 
ing  that  private  discussions  over  judicial 
appointments,  development  plans,  and  per¬ 
sonnel  issues,  will  not  be  disclosed. 

The  case  stems  from  a  request  the  Post 
made  in  1996  to  get  six  months’  worth  of 
Glendening ’s  telephone  and  calendar  ap¬ 
pointments.  After  a  series  of  meetings  to 
see  if  the  two  sides  could  resolve  the  issue, 
in  December  1997.  the  paper  filed  a  lawsuit 
in  Anne  Arundel  County  Circuit  Court, 
seeking  to  force  the  governor  to  turn  over 
the  records. 

The  lower  court  decided  in  favor  of 
some  of  the  Post’s,  arguments  for  the 
records.  The  governor’s  office  appealed  the 
lower  court  ruling  to  the  Court  of  Special 
Appeals,  a  mid-level  court.  But  before  that 
court  had  a  chance  to  rule  on  the  case,  the 
state’s  top  court  grabbed  the  case. 

Jane  Kirtley,  executive  director  of  the 
Reporters  Committee  for  Freedom  of  the 
Press,  says  the  state’s  open  records  law 
does  include  gaps  and  ambiguities.  That 
creates  confusion  over  what  is  and  what’s 
not  covered. 

“My  view  on  documents  like  this  is  that 
they  should  be  a  matter  of  public  record 
and  in  the  case  of  an  exemption,  it  should 
be  on  a  case-by-case,  line-by-line,  item-by¬ 
item  basis,  not  some  wholesale,  catchall 
claim  of  executive  privilege.”  says  Kirtley. 

—  David  Noack 
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The  International  Newspaper 
Marketing  Association  (INMA)  is  a 
non-profit  organization  dedicated 
to  enhancing  the  role  of 
newspapers  in  society  through 
advanced  marketing  practices. 
Now,  with  more  than  1,100 
members  in  61  countries,  the 
World  Congress  and  Trade  Show 
always  brings  together  a  great 
diversity  of  newspaper 
professionals  with  a  full  range  of 
perspectives  on  newspaper 
marketing. 

It’s  a  conference  that  revitalizes: 
Everyone  learning  from  speakers, 
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much  more.  Dynamic,  successful 
ideas  FROM  ALL  AROUND  THE 
WORLD! 


Tmde  Show 
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INMA  Trade  Show  -  bigger  and  better  than 
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View  more  than  1,500  entries  from  the  1999 
E&P/INMA  Awards  Competition,  displayed 
exclusively  for  INMA  World  Congress 
attendees.  Bring  a  camera. 

The  Miami  Herald  Seminars 

The  Miami  Herald  executive  staff  will  present 
an  exclusive  half-day  seminar  at  the  Herald 
offices.  The  topics  scheduled  to  be  covered 
are:  a  case  study  of  the  unbundling  of  El  Nuevo 
Herald;  database/target  marketing  efforts; 
partnership  development  with  other  local 
media;  and  the  company’s  online  strategies. 
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I  MINI  REVIEWS.  Essential  information 
'  for  moviegoers.  Camera  ready.  Star 
.  photos.  Graphic,  provocative  rating 
i  system.  Cineman  Syndicate,  P.O.  Box 
I  4433,  Middletown,  NY  1 0941  ; 

!  (9 14)  692-4572  Fax  (9 14)  692-83 11 


j  NEWSAAAKERS  PHOTO  SERVICE 
I  Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 
www.newsmakers.net 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-761 7 


BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 


Night  Lights  &  Pillow  Rghts 

Ihe  new  feature  hum  Reuben-Award-Winning 
Illustrator  Guy  Gildthst  packages  interactive 
learning,  family  oomks  and  illustrated  verse 
into  a  cohesive  urtit  kids  love! 

In  crisp  6&W  and  incomparable  color 
Now  Appearing  In  over  40  papers 
including  Hartford  Courant  and  Boston 
Herald:  and  70  ort-llne  papers. 

ALSO  AVAILABLE  AS  INTERNET  CONTENT 


Call  888-e22'8398  for  information  or  to  buy 


ANNOUNCEMENTS 

BUSINESS  OPPORTUNITIES 

HIGHLY  SUCCESSFUL  Home  Remodeling 
Publication  now  syndicating  nationwide. 
Opportunity  to  become  on  independent 
publisher  available  in  all  markets. 
We  provide  articles,  you  seN 
ads,  produce  and  distribute. 

(281)807-1818 

MEMBERSHIPS 

Join  the 

NATIONAL  RUSH  LIMBAUGH 
FAN  CLUB 

Send  $5  for  annual  membership  to: 
N.R.L.F.C.,P.O.Box7, 

Yorbo  Linda,  CA  92885. 


NEWSPAPER  APPRAISERS 


'99  MARKET  VALUATIONS 
KAMEN  &  CO  GROUP  SERVICES 
Specializing  in  weekly/monthly  pub¬ 
lications.  NY  (516)  379-2797  Tampa 
(727)  786-5930.  Fox  (516)  379-3812 


APPRAISALS/BROKERAGE 
Coll  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 

750Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscori  Court 
Gaithersburg,  MD  20882 
Lorry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Phillip  Ferguson,  SW/Midwest/ 
Internet  M&A  (409)  234-251 1 
Michael  Bradley,  Northeast 
(508)  563-2835 


BILL  MATTHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sole  and  purchase  of  highest  qual¬ 
ity  doily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sole  or 
purchase  of  o  property,  you  should  coll 
(727)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 


^nfldential  Appraisal  forj 

Estate,  ESOP,  Partners,  ! 

■TI 

Bank,  Tax,  Stock,  Assets 

For  a  listing  of 

o 

publications  for  sale,  go  to 

www.cribb.com 

\m\m 

&  Associates 

Publication  Brokerage  & 
Appraisals  since  1923 

406-586-6621 

Fax  406-586-6774 

John  T.  Cribb  104  E  Main,  Suite  402,  Bozeman,  MT  59715  email:jcrtbb@>imt.net 


NEWSPAPER  BROKERS 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Medio  Brokerage  Services 
Nationwide  Soles  &  Appraisals 
(909)  626-6440  Fax  (909)  624-8852 


JMPC,  Est  1983,  sells  community,  sub¬ 
urban,  niche,  doily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fox  (404)  364-6533 
Lon  W.  Williams 


PHILLIPS  PROPERTIES,  INC. 
Consultonts-lnvestments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fox  (850)  537-4050 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  M 

Newspapers  j  ] 

Check  our  References 
(214)265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  IX-sco  Dr..  Dalla.s.  TX  73225 


NEWSPAPER  BROKERS 


THOMAS  C.BOLITHO 
Newspaper  broker/appraiser 
“A  tradition  of  service 
to  the  newspaper  industry” 
BOLITHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ado,  OK  74820 
(580)421-9600 
E-mail:  bolitho@bolitho.com 
http://www.bolitho.com 


MEL  HODELL  NEWSPAPER  BROKER 
5 1 96  Benito,  #11,  Montclair,  CA  91763 
(909)626-6440  Fox  (909)  624-8852 


MICHAEL  D.  LINDSEY 
Experienced  -  Confidential 
6645-5  Redmont  CrI,  Mesa,  AZ  852 1 5 
(602)807-7791  FAX  (602)  807-7795 


NEWSPAPERS  FOR  SALE 


ALMOST  YEAR  OLD  POPULAR  bi¬ 
weekly  tabloid  of  general  circulation. 
Beautiful  western  location.  Great  ski¬ 
ing,  outdoor  activities.  Tourism.  Artist 
population.  Paper  beginning  to  break 
even.  $60,000.  Includes  office  equip¬ 
ment,  computer,  news  rocks.  Respond 
to  Box  0878 1 ,  Editor  &  Publisher. 


BI-MONTHLY  TRADE  NEWSPAPER 
covering  arts  and  crafts  industry  in 
eastern  US  for  sole.  Established 
reputation.  Con  locate  anywhere.  Reply 
to  Box  08758,  Editor  &  Publisher. 


CALIFORNIA  WEEKLY  NEWSPAPER, 
upscale  coastal  location.  Fabulous  growth 
potential.  Price  $3M.  Mel  Hodell,  Broker. 
(909)626-6440. 


11  W  191h  Street.  New  York.  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  «  hazelpQnnediainfo.com  »  micheleaQmedlainfo.com 


CLASSIFiED 


ANNOUNCEMENTS 


NEWSPAPERS  FOR  SALE 

FLORIDA:  Gulf  society  and  arts  maga¬ 
zine  $175,000,  major  Atlantic 
shopper  $350,000;  COLORADO:  Com¬ 
munity  group  $100,000;  SOUTH 
CAROLINA:  Shopper,  must  sell 
$75,000. 

Mayo  Communications 
(813)971-2061. 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 

(512)  476-3950 


NEW  HAMPSHIRE  --  Make  Your  Move 
Now!!  Several  exciting  owner-operator 
opportunities.  Larry  Grimes, 

\A/.B.  Grimes  Co. 

(301)253-5016 


NEWSPAPERS  FOR  SALE 

METRO-SUBURBAN  GROUP  (1 50,000 
circulation)  with  press  grossing  over 
$7.5-million  in  western  U.S.  •  Two 
entertainment  NICHE  BI-WEEKLIES 
(245,000  circulation  in  three  states) 
grossing  over  $3-million.  •  Two  ag 
newspapers  covering  6  states,  grassing 
$600,000,  portable. 

Healthy  Mom  'n  Pops 
Two  contiguous  weeklies  in  west  coast 
state  grossing  $750,000,  •  Weekly 
newspoper  grossing  $550,000  in 
growing  1-5  corridor  market.  •  Col¬ 
orado  weekly  in  booming  market, 
grossing  $500,000.  •  Weekly  news¬ 
paper  in  strong  tourist  market  in  west 
coast  state  grossing  $400,000.  • 
Western  weekly  newspaper  grossing 
$300,000.  All  in  dynamic  markets  with 
growth  potential. 

Dave  Gauger 

Gauger  Media  Service,  Inc. 

Box  627,  Raymond,  WA  98577 
(360)  942-3560 


NEWSPAPERS  WANTED 

AFRICAN  AMERICAN  NEWSPAPER 
publishing  company  seeks  to  purchase 
Black  weekly  newspapers.  Confiden¬ 
tiality  maintained. 

Contact  EricKearney,  president,  Sesh 
Communications,  P.O.  Box  1691, 
Cincinnati,  OH  45201 . 


LIBERTY  GROUP  PUBLISHING  is 
aggressively  seeking  newspapers  and 
other  print  publication  acquisitions. 

:  LGP  is  owner/operator  of  approxi¬ 
mately  240  publications,  including  60 
daily  newspapers.  All  correspondence 
and  discussions  are  confidential .  Contact: 
KENNETH  W.  COPE 
Executive  Vice-President 
1 006  W.  Harmony 
Neosho,  MO  64850 
i  Phone:  (417)451-1520 


RETIRING?  Experienced  team  seeks 
small  daily  or  weekly  or  specialty  pub¬ 
lication,  preferably  Zone  2.  Reply  to 
Box  08^3,  Editor  &  Publisher. 


PUBUCATIONS  FOR  SALE 

ARTS  &  ENTERTAINMENT  monthly 
magazine  in  southern  Oregon,  10 
'  years  in  business.  Urgent,  must  sell. 

We  are  currently  breaking  even,  but 
.  the  business  has  excellent  potential  for 
growth.  Asking  $45K.  Coll  George  at 
(541)  482-2037.  Or  E-mail  at: 

gazette@opendoor.com 
Serious  inquiries  only. 

,  I  .  ^  .  '  '''  ^  f 

[ !  Run  your  ad  for  12,  | 
I  26  or  52  issues  to  ! 
i  increase  awareness  { 
!  while  benefitting 
i  from  our  low 
contract  rates. 
jCaU  (212)  675-4380 


EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 


EQUIPMENT  FOR  SALE 

SIX  USED  AGFA  980s 
Resolution  of  3600  dpi. 

Use  1 3.3"  wide  IR  film  or  paper. 
Use  Hypen  RIPs  running  on 
50Mhz  486DX  processors. 

Buddy  King 

Phone  (903)  794-3311 
Fax  (903)  792-7183 


TWO  CHESIRE  LABEUNG  MACHINES 
Heat  wheel  and  glue  wheel. 
Bought  new,  still  like  new. 

Call  (256)  546-0600,  ask  for  Bill 


_ MAILROOM _ 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini  and 
Heidelberg  Inserting  Systems 

Spare  Parts  Training  Installation 
Mailroom  Systems 
Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 
Phone:  (508)850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


ALL  AAAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 
(256)  997-9355 
(256)  997-9656  Fax 


MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-5218 
Fax  (407)  273-9011 


MAILROOM 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC.  l 
(770)  428-58 1 7  Fax  (770)  590-7267  j 


_ PRESSES _ 

DON'T  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses" 

PRESSES  WANTED:  HARRIS  V25  V22 
V15A  VI 5D  or  845,  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  Metro;  SOLNA  D30  C96 

I  Tel:  (91 3)  648-2000 

!  Fax:  (913)  648-7750 _ 


i  METRO,  URBANITE,  COMMUNITY, 

j  SC,  SSC,  MAN  4/ 2  presses.  AL  TABER 
I  (770)  552- 1 528  Fax  (770)  552-2669 


PRESSES 

USED  PRESS  EQUIPMENT 
ON  THE  INTERNET  AT 
Nwww.webpresses.com 


WANTED  TO  BUY _ 

GOING  DIGITAL?  Will  pay  cash  for 
photo  archives,  any  quantity,  any¬ 
where.  Call  Jim  1  (800)  872-9990. 


WANTED  DEAD  OR  AUVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fox 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-581 7  Fox  (770)  590-7267 


INDUSTRY 

SERVICES 


ADVERTISING  SERVICES 

INCREASE  SALES 
Add  New  Advertisers 
Full  Color  Glossy  Inserts 
Coll  Dan  Krause 
(734)  591-4468 


CIRCULATION  SERVICES 

'1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horoce  Southward 
(800)  950-8475 
E-mail:  mns1@metro-news.com 
www.metro-news.com 


1  ABIDING  CONCERN 
Quality  New  Subscriptions 
CIRCULATION  DEVELOPMENT,  INC. 
Teleservices  For  Newspapers 
(800)  247-2338 
www.circulation.net 


CIRCULATION  SERVICES 

1  ABILITY  OTHERS  CAN'T  OFFER 
WE  SELL  MORE  PREPAID  ORDERS 
CIRCULATION  SERVICES,  INC. 
Andy  Orr  (888)  343-0470 


BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  218-6731 


HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALLING 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)  260-9823 


CIRCULATION  SERVICES 

PRO  'iTART*; 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


RETENTION  TRAINING  SEMINARS 
STOPBUSTERS  •  STOPBUSTERS  PLUS 
BREAK  THRU  SERVICE 
Circulotion  experts  since  1 983 
Alice  Kemper,  Michelle  Barton 
Jacqui  Tezyk,  Denise  Zagnoli 
(800)  671-1 230  mpbarton@aol.com 


CIRCULATION  SERVICES 

i  CIRCULATION  MARKETING  GROUP 
Specializing  in  on-site  and  long 
j  distance  telemarketing  since  1 989. 
j  Call  Cherry  Coleman  (91 2)  336-2700 

I  - 

SPEQRUM  MARKETING  SERVICES 
A  teleservices  solution  for 
•Cold-call  projects 
•Stop-saver  projects 
•Up-grade  projects 
Cali  Doug  Reese  at  (800)  972-6778 


YOU  SHOULD  CALL  US  LAST 
CIRCULATION  SERVICES,  INC. 
(888)  343-0470 


NEWSPAPER  EXECUTIVE  SEARCH 

NEWSPAPER  EXECUTIVE  SEARCH 

Executive  Search  Consultants 

“Our  Associates  are  former  newspaper  execs  with  over  70  years 
experience,  call  me  for  a  confidential  discussion  of  your  needs." 

Ron  Haas  &  Associates 

713-977-8955  Fax  713-977-9656 
e-mail:  rhaa$#rhaas.com 

www.mediainfo.com 
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INDUSTRY 

SERVICES 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791 -3301 
http://www,  fa  kebrains.com 

PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELEaRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hr.  line 
(505)  842-1357 
RO.  Box  1 952 
Albuquerque,  NM  87103 


PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAQION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 

STA-CLIFF  ELECTRIC 

Press  Drive  System 

•Repair 

•Repower 

•Preventative  Maintenance 
•International  Capability 

(717)741-4145  24  hours 


ADVERTISING  SALES  TRAINING 
Proven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  and  customer  retention.  We 
build  teams  that  get  results! 

Call  ProMax  Training 
&  Consulting,  Inc,  (800)  898-0444 

FINALLY!  AN  OFF-THE-SHELF 
CLASSIFIED  TELEPHONE 
SALES  TRAINING  PROGRAM. 

Call  MacDonald  Classified  Services 
(800)  237-9075;  (765)  742-901 2 
mcs@macdonaldclossified.com 

NEWSPAPER  SALES  AAAGIC 
Training  tapes  for  new  subscription 
sales.  Upbeat  series  of  4  tapes  shows 
sales  and  money  happening,  and  how 
to  do  it.  $195.95.  We  can  also 
manage  in-store  contracts.  American 
Reading  Association,  (888)  747-2949 


Editor  & 
Publisher's 

Online  Buyer's  Guide 
is  your  link  to  an 
exploiting  interactive 
marketplace.  More 
than  2,000  vendors 
that  supply  the 
publishing  industry  with 
equipment  and  services. 

Check  out  the 
Buyer's  Guide  at 

www.mediainfo.com/buyersguide.htm 


HELP  WANTED 


PENDING  APPROVAL  AND  FUND¬ 
ING,  the  University  of  San  Francisco 
invites  applications  for  a  tenure-track 
position  in  PUBLIC  RELATIONS  at  the 
Assistant  Professor  level,  anticipated  to 
begin  Fall  1999.  TEACHING 
RESPONSIBILITIES  may  include  inter 
alia.  Public  Relations  Writing,  Public 
Relations  Theory,  Public  Relations 
Research  and  Campaigns,  Public 
Speaking,  and  other  courses  according 
to  the  candidate's  specialty.  Com¬ 
petency  in  related  areas,  such  as 
advertising  and  organizational  com¬ 
munication  is  also  desirable.  The  fac¬ 
ulty  member  will  assist  in  building  a 
public  relations  program,  develop  and 
advise  the  PRSSA  chapter,  and  assist 
with  Public  Relations  internships. 
QUALIFICATIONS:  University  teaching 
experience,  evidence  of  a  strong  com¬ 
mitment  to  teaching,  evidence  of 
scholarship,  an  earned  doctorate  by 
Fall  1999,  experience  and  willingness 
to  work  in  a  culturally  diverse  environ- 
m.ent,  and  an  understanding  of  and  com¬ 
mitment  to  support  the  University 
nrission.  The  candidate  will  be 
expected  to  develop  an  independent 
and  ongoing  research  program.  Sub¬ 
mit  letter  of  application,  curriculum 
vitae,  graduate  transcripts,  brief 
description  of  research  plans,  recent 
publications,  statement  of  teaching  phi¬ 
losophy,  evidence  of  teaching  ability 
including  teaching  evaluations,  and 
three  letters  of  recommendation  to 
Michael  Robertson,  Chair,  Public  Rela¬ 
tions  Search  Committee,  Department  of 
Communication,  University  of  San 
Francisco,  2130  Fulton  Street,  San 
Francisco,  CA  94117-1080.  APPLICA¬ 
TIONS  must  be  received  by  APRIL  1 , 
1 999,  in  order  to  ensure  full  considera¬ 
tion.  The  University  of  San  Francisco  is 
a  private.  Catholic  and  Jesuit  institution 
and  particularly  welcomes  candidates 
who  will  positively  contribute  to  such 
an  enviranment.  USF  is  an  Equal 
Opportunity  and  Affirmative  Action 
Employer,  and  will  provide  reasonable 
accommodations  to  individuals  with  dis¬ 
abilities  upon  request.  We  particularly 
encourage  minority  and  women  appli¬ 
cants  for  all  positions. 


PRINT  OR  BROADCAST  journalists 
wanted  for  a  1  -year  endowed  pro¬ 
fessorship  at  the  School  of  Mass  Com¬ 
munications  at  Texas  Tech  University 
starting  Fall  1999.  To  teach  computer 
assisted  reporting,  reporting,  broad¬ 
cast  newswriting,  newspaper/ 
broadcast  news  management  or  com¬ 
puter  design  and  graphics.  Send 
resume  and  three  references  to  Dr. 
Jerry  Hudson,  School  of  Mass  Commu¬ 
nications,  Box  3082,  Texas  Tech  Uni¬ 
versity,  Lubbock,  TX  79409-3082. 
Deadline  for  1999  Appointment:  May 
15,  1999. 

ACADEMIC 


_ ADMINISTRATIVE _ 

GENERAL  MANAGER  needed  for 
small  Massachusetts  daily.  Strong  back¬ 
ground  in  news  and  community  jour¬ 
nalism  required.  Salary  in  $50,000 
range  with  good  benefits.  Reply  to 
Box  08767,  Editor  &  Publisher. 

PUBLISHER  NEEDED  for  very  respected 
Jewish  weekly  newspaper  located  on 
the  East  Coast.  Strong  background  in 
marketing  and  community  journalism 
required.  Salary  in  the  $80,000+ 
range  with  great  benefits.  Reply  to  Box 
08783,  Editor  &  Publisher. 


THE  MISSOURI  SCHOOL  OF  JOURNALISM 

1 

I  Our  Journalism  School  is  the  world's  first  and  the  nation's  No.  1 . 

j  The  Columbia  Missourian  -  a  daily  newspaper  produced  by  students 

I  and  edited  by  faculty  members  -  is  the  only  one  of  its  kind. 

I  We  have  openings  for  three  to  four  teaching  editors  on  The 
Missourian.  The  main  criteria?  Proven  talent  and  generous  doses  of 
ideas  and  energy.  Positions  will  likely  include  news  editor,  features 
design  editor  and  one  or  two  city  editors. 

I  You  might  be  someone  who  wants  to  take  a  break  from  the  industry 

!  and  try  a  teaching  environment.  You  might  have  an  advanced  degree 
in  mind.  Or  perhaps  you're  an  experienced  professional/academic 
who  seeks  a  permanent  position.  Depending  on  your  needs  and  ours, 
we'll  consider  a  temporary  or  long-term  commitment. 

I 

I  If  you  can  help  build  an  innovative  future  on  90  years  of  excellence, 
come  join  our  team. 

I 

I  Please  send  a  letter  of  application,  your  curriculum  vitae,  clips  and 

I  names,  addresses  and  phone  number  of  three  references  to: 

i 

Professor  Judy  Bolch 
Missouri  School  of  Journalism 
312  Lee  Hills  Hall 
Columbia,  MO  65211 
Deadline  is  March  31, 1999 
AA/EOE 

! 

Should  any  accommodations  be  necessary,  please  call  (573)  882- 
7976.  TTY  users,  please  us  the  Relay  Missouri  Number,  (800)  RELAY 

'  MO  (735-2966). 


ADMINISTRATIVE _ 

AN  ASSOCIATE  DIRECTOR  OF  PRO¬ 
GRAMS  is  needed  at  the  Foundation 
for  Annerican  Communications, 
Pasadena,  CA,  to  create  and  execute 
educational  seminars  for  working 
reporters  and  editors.  The  person  we 
want  has  strong  journalism  credentials, 
is  an  excellent  writer  and  has  good 
people  and  organizational  skills.  This 
person  has  the  ability  to  work  with 
scholars  and  experts  in  complex  sub¬ 
jects.  Send  letter  and  resume  to  Paul 
Davis,  senior  vice  president,  FACS,  85 
South  Grand  Avenue,  Pasadena,  CA 
91005,  (626)  584-0010.  Women  and 
minorities  are  encouraged  to  apply. 
Check  us  out  at  our  website: 


EMPLOYMENT  MANAGER 

Do  you  love  the  challenge  of  finding 
and  recruiting  the  best  to  work  for  your 
company?  Do  you  understand  the 
challenges  associated  with  recruiting  in 
a  competitive  market  and  want  to  help 
a  company  grow  and  develop  its  most 
important  resource,  it's  employees?  If 
the  answer  is  yes,  I  want  to  talk  to  you. 

I'm  looking  for  an  aggressive  Employ¬ 
ment  Manager  to  help  this  leading 
Zone  9  employer  in  the  recruitment, 
evaluation,  and  selection  process. 
Responsibilities  will  also  include  devel¬ 
opment  of  employee  orientation  and 
retention  programs  and  overall  man¬ 
agement  of  the  Employment  function. 

You  should  have  a  degree  and  a  min¬ 
imum  of  2-3  years  of  solid  recruiting 
experience.  Other  Human  Resource 
generalist  experience  a  plus.  We  are  a 
1 ,000  plus  employer  with  multiple  loca¬ 
tions.  Our  rapid  growth  has  made  this 
position  a  priority.  It  has  high  visibility  and 
growth  potential. 

If  you  feel  you  are  up  to  the  challenge, 
send  a  letter  and  resume  including 
salary  history  to  Box  08784,  Editor  & 
Publisher.  EOE 
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CLASSIFIED  _ 


HELP  WANTED 


_ ADMINISTRATIVE _ 

BUSINESS  MAGAZINE  PUBLISHER 
Recent  promotion  due  to  corporate 
expansion  has  created  an  excellent 
opportunity  for  highly  motivated  busi¬ 
ness  magazine  professional  to  assume 
bottom-line  responsibility  for  a  #1 
magazine  serving  the  health  care 
industry.  Must  be  experienced  in 
marketing  and  sales  management  and 
have  broad  in-depth  knowledge  of  busi¬ 
ness  magazine  publishing.  Health  care 
industry  knowledge  a  plus.  Competitive 
salary  and  benefits  package  offered. 
Send  cover  letter  with  resume  and 
salary  requirements  to  Human 
Resources  Monager-EP/HCP,  Miramar 
Communications,  Inc.  (A  Division  of 
PRIMEDIA  Intertec),  P.O.  Box  8987, 
Malibu,  CA  90265-8987.  Fax:  (310) 
317-0072. 

www.miramar.com  EOE 


FREEDOM  COMMUNICATIONS  HAS 
on  opening  for  a  publisher  of  the 
Greenville  (MS)  Delta  Democrat  Times, 
a  1 3,000  daily  with  a  staff  of  approx¬ 
imately  55  associates.  Applicants 
shauld  have  a  strong  record  of 
accomplishment  and  a  broad 
understanding  of  the  newspaper  busi¬ 
ness.  A  strong  commitment  to  being  a 
leader  at  the  newspaper  and  in  the  com¬ 
munity  is  essential.  The  ability  to  train, 
develop  and  motivate  a  quality  staff  is 
also  important.  To  apply,  send  resume 
and  cover  note  to  Tom  Mullen,  Free¬ 
dom  Central  Group  VP,  c/o  The  Lima 
News,  P.O.  Box  690,  Lima,  OH 
45802,  or  E-mail: 

tjmull@link.freedom.com 


SALES  MANAGER/GENERAL  MAN¬ 
AGER  position  available  for  experi¬ 
enced  Advertising  Manager  or  Top 
Salesperson  with  a  proven  record  of 
success.  If  you  are  laoking  for  real 
career  growth  with  the  stability  of  a 
solid,  professional,  family-owned  pub¬ 
lishing  group,  this  could  be  the  oppor¬ 
tunity  of  your  lifetime.  Position  leads  to 
Publisher  of  midwest  community  daily 
and  weekly  newspaper  cluster.  Fax 
resume,  including  your  marketing  suc¬ 
cesses  to  Joan  R.  Williams,  executive 
vice  president.  Community  Media 
Group,  Inc., 

(618)  932-3848. 


SENIOR  MEDIA  PROFESSIONALS 
The  International  Research  & 

Exchanges  Board's  ProMedia  Program, 
USAID-funded  project,  seeks  long-term 
Resident  Advisors  for  print  and  broad¬ 
cast  media  development  programs  in 
the  following  countries:  Albania, 
Armenia,  Azerbaijan,  Belarus,  Bosnia, 
Bulgaria,  Georgia,  Serbia,  and 

Ukraine.  Ideal  candidates  are  experi¬ 
enced  professionals  with  journalism 
and/or  business  management  experi¬ 
ence  in  print  or  broadcast  media.  Send 
resume  with  cover  letter  to: 

IREX  ProMedia,  Fax  (202)  628-8189 
or  promedia@irex.org 


_ ACCOUNTING _ 

CONTROLLER 

I  The  Journal  Newspapers,  Inc  is  seeking 
I  an  energetic  and  experienced  Con- 
1  troller  to  manage  the  accounting  oper¬ 
ations  of  this  growing  suburban  news¬ 
paper  chain.  The  Journal  Newspapers 
is  a  group  of  six  daily  suburban 
papers  published  in  the  surrounding 
:  counties  of  Washington,  DC.  The  can- 
I  didate  should  have  excellent  technical 
I  skills  and  strong  management  ability. 
Reports  to  the  Chief  Financial  Officer. 
B.S./B.A.  Accounting  or  equivalent. 
CPA  preferred. 

Send  resume  to  Bruce  Duerson,  by  Fax 
to  (703)  846-8540  or  by  mail  to 
'  Journal  Newspapers,  Inc.,  6408  Edsall 
!  Road,  Alexandria,  VA  2231 2-6475. 


ADVERTISING 


AD  SALES  REPRESENTATIVES 

Join  the  leading  supplier  of  TV  enter¬ 
tainment  information  selling  local 
advertising  in  newspapers  across  the 
U.S.,  Canado  and  Internationally.  Can¬ 
didates  must  be  willing  to  travel 
extensively.  Fluency  in  Spanish/ 
French/German  a  plus.  We  offer  an 
excellent  benefits  package  and  com¬ 
petitive  salary.  Send  resume  to  TVData, 
Attn.  Human  Resources,  333  Glen 
Street,  Glens  Falls,  NY  1 2801  or: 

E-mail  hr@tvdata.com 
using  ASCII  formot 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 

The  Berkshire  Eagle,  a  31 ,000/35,000 
daily  In  the  beautiful  Berkshires  of 
western  Massachusetts,  seeks  a  sea¬ 
soned  advertising  pro  who  is  an 
innovator  and  a  team  builder  to  lead 
strong  retail  and  classified  staffs.  Essen¬ 
tial  qualities  are  budgeting  and  fore¬ 
casting  skills,  major  account  negotiat¬ 
ing  skills,  teaching  and  leadership 
abilities,  and  experience  in  similar¬ 
sized  markets.  Send  resume  preferably 
by  E-mail: 

ashank@medianewsgroup.com 
Or  fax  (413)  442-761 1,  attn:  Alinda 
Shank,  HR  manager.  The  Berkshire 
Eagle,  P.O.  Box  1171,  Pittsfield,  MA 
01202. 


REGIONAL  SALES  MANAGER 
Keister-Williams  Newspoper  Services 
is  contracted  by  newspaper  to  main¬ 
tain  ads  on  their  weekly  church  poges. 
Accounts  furnished;  develop  new 
accounts.  Require  newspaper  experi¬ 
ence,  ad  sales,  and  travel.  Salary  plus 
expense  allowance,  bonus.  Full  and 
Part  time  positians,  especially  Mid- 
West  Area.  FAX  resume  to  (804)  293- 
4884. 


_ ADVERTISING _ 

ADVERTISING  DIRECTOR  wonted  to 
lead  a  sales  staff  that  has  incredible 
potential.  We  need  an  individual  who 
can  manage  multiple  revenue  streams 
in  a  competitive  market.  The  right  can¬ 
didate  will  also  be  a  quality,  conscien¬ 
tious,  extraordinary  sales  leader  who 
can  train,  motivate  and  innovate.  This 
is  a  great  opportunity  for  someone  with 
a  proven  track  record  to  join  a  pro¬ 
gressive  newspaper  located  in  New  Eng¬ 
land.  Please  forward  your  resume  and 
salary  requirements  to  Box  08785, 
Editor  &  Puolisher. 


PROGRESSIVE  6  DAY  PM  paper  in  the 
Michigan,  Great  Lakes  area  is  seeking 
an  Advertising  Director.  Approximately 
1 IM  circulation.  We  need  on  energetic 
person  who  is  full  of  ideas  and  has  a 
strong  desire  to  succeed.  A  hands-on 
person  who  leads  by  example,  and  is 
strong  in  the  training,  planning  and 
motivatian.  Internet  marketing  experi¬ 
ence  helpful.  We  offer  a  generous 
base  salary,  plus  incentive  program 
and  benefit  package.  Send  resume 
with  salary  history  to  Box  08787, 
Editor  &  Publisher. 


ADVERTISING  ADVERTISING 


Cliica^  Surininies 


i  ADVERTISING  DIREaOR 

i 

j  Computerworld,  Inc.,  a  business  unit  of 
International  Data  Group,  serves  as  a 
premier  channel  of  information  for  the  j 
Information  Technology  marketplace. 

At  it's  core  is  Computerworld,  the  j 
newsweekly  for  information  technology  i 
leaders.  Celebrating  30  years  of  pub-  ; 
fishing,  Computerworld  provides  news  j 
and  analysis  on  computing  in  the  i 
enterprise.  In  this  newly  created,  i 
Massachusetts-based  position,  you  will  I 
be  responsible  for  managing  five  sales 
j  regions  located  in  Massachusetts, 
i  Pennsylvania,  Virginia,  Illinois  and  Cal¬ 
ifornia.  The  FY99  revenue  goal  is  ; 
$10M  and  is  comprised  of  the  weekly  ; 
newspaper  advertising,  magazine  sup¬ 
plements  and  anline.  You  will  make  I 
sales  calls,  participate  in  the  estab¬ 
lishment  of  goals  and  account  target¬ 
ing,  be  responsible  for  presentation  j 
ideas  in  conjunction  with  Careers  j 
'  Marketing  and  ensure  sales  goal  i 
:  achievement.  The  mentoring  and  | 

!  managing  of  1 2  sales  professionals  is  j 
!  also  an  important  part  of  this  position, 
j  In  order  to  be  successful  in  this  role,  I 
I  you  must  possess  strong  management 
skills  in  a  sales  environment,  a  proven 
[  record  of  sales  management  success, 

I  excellent  interpersonal  skills  and  a  will- 
j  ingness  to  travel  as  needed.  Experience 
[  in  the  recruitment  ad  industry  is  pre- 
I  ferred.  Please  E-mail  your  resume  to 
1  piper_sheer@cw.com  or  fax  to 
(508)  879-3760 

or  mail  your  resume  to  Computer-  i 
world  Human  Resources,  PS/AD,  500  I 
I  Old  Connecticut  Path,  Framingham,  j 
I  MA01701.  ! 


Advertising  Sales  Executives  Wanted 

The  Chicago  Sun-TImes  Is  on#  of  tha  nation’s 
most  authoritative  newspaper  voices. 

Sun-Times  writers  have  earned  a  total  of  S  Pulitzer  prizes. 

1.7  million  people  read  the  Sun>Tlmea  every  day.  making  it  the  most 
widely  read  newspaper  in  the  Chicago  area  in  readership  last  year  alone.  After 
decades  of  editorial  leadership  and  market  dominance,  the  Chicago  Sun-Times 
has  emerged  as  one  of  America's  most  successful  brands.  Now,  as  we  embark 
on  a  major  expansion  due  to  growing  revenues,  we  seek  all  levels  of  advertising 
sales  executives  for  a  vahety  of  positions. 

Qualified  candidates  must  possess  the  ability  to  sell  In  a  competitive  media  rruirket 
and  have  related  experience  and  proven  success  relevant  to  the  position  applied 
tor. 

National,  Major  Retail  &  Kay  Account,  Coop  and  Vendor  &  Agency  Servicse 
Sales  Executives 

Candidates  must  demonstrate  a  successful  track  record  in  a  competitive  media 
sales,  have  extensive  Marketing  and  Promotions  knowledge  and  superlative 
communication  skills.  The  successful  candkjafes  must  develop  and  deliver  for¬ 
mal  Marketing  and  Sales  presentations  that  meet  customer  and  newspaper 
needs.  Must  be  able  to  work  with  Market  Research  data  and  Retail  Sales 
potential  and  possess  a  bachelors  degree—  Business.  MarkeUng.  Advertising 
preferred.  Some  travel  and  overnight  stay  will  be  necessary. 

Local  Territory,  Automotive,  Ftaal  Estate,  Recrultmerti 
Sates  Executives 

Excellent  opportunity  to  learn  and  grow  in  a  large  newspaper  environment. 

Must  possess  a  bachelor's  degree-  Business.  Marketing  Adverfising  preferred. 

The  successful  candidates  will  prove  to  be  extremely  organized  and  able  to 
demonstrate  initiative  and  a  strong  work  ethic. 

The  Chicago  Sun-Times  offers  competitive  salaries  and  bonuses,  excellent  benefits  and 
an  environment  that  encourages  and  rewards,  vision  and  Initiative.  If  you  are  Interested 
in  Joining  the  eighth  largest  newspaper  in  the  United  States  and  part  of  Hcjlinger 
International,  one  ot  the  fastest  growing  newspaper  companies  in  frlorth  Anienca. 
send  your  cover  letter  Indicating  the  position  you  are  interested  in  and  resume  to: 

Eve  Minogue  •  Chicago  Sun-Times  *  401  N.  Wabash,  Sts.  315 

Chicago,  IL  60611  •  or  Fax  (312)  321-  2920.  No  phona  ca«s  ptsass.  EOE 
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HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 

An  opportunity  to  live  and  work  in  the 
“Best  Mountain  Town”  in  the  country, 
as  chosen  by  Mountain  Sports  and  Liv¬ 
ing  magazine.  The  quality  af  life  is 
unoeatable  in  the  Flathead  Valley. 
Close  to  Glacier  National  Park, 
Flathead  Lake,  ski  resorts  and  top  golf 
courses.  You'll  enjoy  the  beauty  and  out¬ 
door  activities  that  make  northwest 
Montana  famous. 

We  are  looking  for  a  high  energy, 
can-do  professional  with  proven  record 
of  revenue  increases  to  lead  our  grow¬ 
ing  29-person  advertising  staff.  Display 
or  classified  advertising  management 
experience  required. 

The  individual  selected  will  display 
strong  leadership  skills;  establish,  meet 
and  exceed  sales  goals;  motivate  and 
train  the  staff.  You  must  be  able  to 
recognize  market  opportunities;  plan 
and  implement  strategies  that  will  grow 
revenue  through  advertising  promo¬ 
tions  and  niche  products.  The  ability  to 
thrive  in  a  competitive,  fast  paced 
environment  is  essential. 

We  offer  an  excellent  compensation 
and  benefit  plan  that  includes  M60, 
and  401  (k).  Please  send  or  E-mail  your 
resume  and  a  cover  letter  detailing 
qualifications,  strengths,  successes  and 
salary  expectations  to: 

Ronald  Peterson 
The  Daily  Inter  Lake 
P.O.Box  7610 
Kalispell,MT  59904 
rcp@dailyinteflake.com 


ADVERTISING 
ACCOUNT  MANAGERS 

The  Times-Picayune  seeks  2  Managers 
for  our  sales  team.  We  need  a  Nation¬ 
al/Food/Retail  Advertising  Manager 
and  an  Employment  Manager. 

Notable  candidates  will  demonstrate  a 
successful  track  record  in  competitive 
media  sales,  extensive  marketing 
knowledge  and  superlative  communi¬ 
cation  skills  including  developing  and 
delivering  formal  advertising  marketing 
presentations  that  meet  customer  and 
newspaper  needs.  The  ability  to  work 
with  research  data  and  retail  sales 
potential  is  required.  Competence  to 
coach  and  teach  salespeople  and 
develop  and  implement  revenue  pro¬ 
ducing  business  plans  is  essential. 
Travel  is  necessary. 

Our  industry-leading  benefits  package 
includes  a  choice  of  health  plans, 
dental  and  eyewear  plans,  paid  vaca¬ 
tion,  a  long-  and  short-term  disability 
package,  a  100%  Campany-funded 
defined  retirement  benefit  plan,  and  a 
matching  401  (k)  plan. 

Send  resume  and  earnings  history  to: 

The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  70 1 25- 1 429 
Attn:  Beth  Adams,  Personnel  Director 
Phone:  (504)  826-3274 


_ ADVERTISING _ 

CLASSIFIED  ADVERTISING 
RECRUITMENT  MANAGER 

The  Fort  Worth  Star-Telegram  is  cur¬ 
rently  seeking  a  manager  for  our 
i  classified  recruitment  outside  sales 
team  who  is  talented,  ambitious,  a  self 
motivated  sales  prafessional  who  can 
work  in  a  fast  paced  team  oriented 
environment.  This  individual  will  be 
responsible  for  achieving  department 
sales  quotas,  facilitating  sales  meet¬ 
ings,  employee  development,  special 
project  work  and  all  production  of  the 
sales  staff. 

The  qualified  candidate  will: 

.  ‘Have  previous  supervisory  or  man¬ 
agement  experience  minimum  3  years. 
Newspaper  and/or  Human  Resource 
experience  a  plus. 

•Be  detail  oriented  with  the  ability  to 
handle  multi-task  projects  and  trouble 
shoot  when  necessary. 

•Proficient  in  MS  Windows,  Excel  and 
Power  Point. 

•Enjoy  working  with  the  public. 

•Superior  communications,  interpersonal 
presentation  and  project  development 
I  skills  extremely  important. 

;  This  is  a  salaried  full-time  position  with 
the  eligibility  for  a  monthly  bonus.  Out- 
,  standing  benefits  package  provided. 

{  This  is  an  excellent  opportunity  for  a 
I  career  oriented  individual.  Please  send 
resume  to: 

I  Fort  Worth  Star-Telegram 

4CX)  West  7th  Street 
FortWorth,TX  76102 


CLASSIFIED  ADVERTISING  MANAGER 
THE  COMMERCIAL  APPEAL 
A  leader  in  the  E.W.  Scripps  Com- 
I  pony,  has  an  opening  for  a  Classified 
j  Manager.  This  is  an  exceptional  oppor- 
]  tunity  for  an  experienced  individual  to 
assist  in  the  planning  and  implementa- 
!  tion  of  aggressive  sales  initiatives  to 
i  increase  revenues  and  market  share, 
j  Memphis,  home  of  the  blues  (and  Elvis) 

'  has  large  city  amenities,  with  small 
town  living  within  minutes.  We  offer  com¬ 
petitive  salary,  bonus,  excellent  bene¬ 
fits  and  a  good  work  environment.  If 
you  are  interested  in  being  part  of  our 
team,  and  have  a  proven  track  record 
in  sales/soles  management,  send 
resume  to  Linda  Steen,  empio;.  ment 
manager,  495  Union  Avenue, 
Memphis,  TN  38103. 


DISPLAY  ADVERTISING 
SALES  MANAGER 

I  Enjoy  the  benefits  of  working  for  the 
best  newspaper  in  Ohio  and  in  one  of 
the  country's  top  growth  markets!  The 
Cincinnati  Enquirer  has  exciting  oppor¬ 
tunities  available  in  sales  management. 
Responsibilities  include  staff  devel¬ 
opment,  increasing  sales/ market  share 
'  and  strategic  planning  and  execution. 

-  Candidates  will  have  sales  manage¬ 
ment  experience,  3  years  proven 
media  sales  experience  and  proven 
*  track  record  of  success  in  competitive 
selling.  College  degree  preferred.  Top 
salary,  commissian  and  full  benefits 
package.  Fax  or  E-mail  resume  to  Val 
I  Mays,  HR  Department 
i  (513)768-8210  hr@enquirer.com 


_ ADVERTISING _ 

;  SALES  MANAGER 

I  Philadelphia  Newspapers,  Inc  is  seek- 
;  ing  a  Sales  Manager  for  our  Newspa- 
j  pers  In  Education  program.  This  indi- 
I  vidual  will  be  responsible  for  sales 
j  aimed  at  increasing  corporate  sponsor¬ 
ship  levels  and  the  percentage  of 
teacher  paid  copies.  We  will  rely  on 
you  to  provide  support  for  developing 
curriculum  materials  and  incorporating 
database  information  in  our  planning 
efforts.  A  successful  background  in 
sponsorship  and  fundraising,  along 
with  strong  leadership  sales  and  pre¬ 
sentation  skills  is  a  must.  Send  resume 
and  salary  history  to: 

Philadelphia  Newspapers,  Inc. 

Heather  Farrell/Human  Resources 
400  N.  Broad  Street 
Philadelphia,  PA  19101 
E-mail  hfarrel@phillynews.com 


TARGET  MARKETING/DIREa 
MARKETING  SALES  MANAGER 

The  Baltimore  Sun  has  a  career  oppor¬ 
tunity  for  a  dynamic  sales  and  market¬ 
ing  professional  with  direct  mail  expe¬ 
rience.  ideal  candidate  should  have  a 
praven  record  of  sales  growth  and 
product  development  with  either  news- 
paper/TMC  programs  or  direct  mail  com¬ 
panies.  Responsibilities  include  existing 
TMC  product  enhancement,  preprint 
revenue  growth  and  new  direct  mail 
product  development.  Innovation  and 
initiative  can  grow  revenues  with  exist¬ 
ing  account  base  and/or  through  new 
product  development. 

Newspaper/Preprint/TMC,  Direct  Mail 
and/or  data  base  marketing  experi¬ 
ence  an  absolute  plus.  This  is  a  terrific 
opportunity  for  the  right  individual  to 
join  a  progressive,  fast  moving  news¬ 
paper  located  in  a  great  market! 

The  Baltimore  Sun  offers  a  competitive 
salary  and  comprehensive  benefit 
package  that  includes  health,  dental, 
vision  and  401  (k)  plan.  Please  forward 
resume  and  cover  letter,  including 
salary  requirements  to: 

The  Baltimore  Sun 
Human  Resources  Department 
501  N.  Calvert  Street 
Baltimore,  MD  2 1 278 

The  Baltimore  Sun  Promotes  Diversity 


SALES  MANAGER,  REPS  WANTED 
Fast-growing  newspaper  group  with 
business  tab,  alternative  weekly  and 
senior  paper  in  fastest-growing  US  city 
seeks  talented,  experienced  sales  pros. 
Great  opportunities  for  income,  growth 
in  booming  Southwest;  climate  without 
peer,  recreational  apportunities,  bene¬ 
fits.  Try  us  for  challenges  and  fun.  Con¬ 
tact  Diane,  The  Las  Vegas  Press,  3335 
Wynn  Road,  Las  Vegas,  NV  89102. 

E-mail  dmatt45@aol.com 
Fax  (702)  252-4580 


Some  like  to  understand  what  they 
believe  in.  Others  like  to  believe  in  what 
they  understand 

Stanislaus  Lee 


_ ART/GRAPHICS _ 

CREATIVE  DIREaOR 

SOPHISTICATED  GRAPHIC  DESIGNER 

Are  you  an  expert  in  graphic  design 
and  media  planning?  If  so,  Alabama's 
largest  daily  newspaper  has  an 
excellent  opportunity  for  you  to 
advance  your  present  career  path! 
Seeking  3-5  years  experience  in 

Shic  design  and  marketing  strategy 
jmentation  including  branding 
efforts  and  creative  copy  writing. 
Extensive  knowledge  of  Freehand, 
Photoshop  and  QuarkXPress  required. 
Excellent  compensation  and  benefits 
package  including  relocation 
assistance.  Send  your  confidential 
resume  to  The  Birmingham  News,  Attn: 
Human  Resources,  P.O.  Box  2553, 
Birmingham,  AL  35202,  or  E-mail  to: 
hr@bhamnews.com 
(NO  attachments,  please)  EOE 


GRAPHIC  DESIGNER 
Searching  for  top-notch,  exceptionally 
talented  graphic  designer  to  complete 
our  in-house  team  in  the  award¬ 
winning  marketing  department  af  THE 
TIMES  PICAYUNE. 

Macintosh  experience  required.  Appli¬ 
cant  must  be  proficient  in  Freehand, 
QuarkXPress,  and  Photoshop  pro¬ 
grams.  Must  lie  comfortable  working  in 
a  team  environment  with  other 
designers,  writers,  photographers, 
marketing  research  professionals  and 
sales  management.  Must  be  able  to  see 
projects  through  from  conception  to  com¬ 
pletion.  Minimum  3  years  experience. 
Degree  in  Graphic  Design  and/or 
Advertising  Agency  experience  a  plus. 

OUR  INDUSTRY-LEADING  BENEFITS 
PACKAGE  INCLUDES: 

Health  care,  dental,  eyewear,  paid 
vacations,  long-term  and  short-term  dis¬ 
ability  packages,  100%  company- 
funded  defined  retirement  plan  and 
matching  401  (k). 

Please  submit  printed  design  samples 
along  with  your  application. 

Apply  to: 

Simonne  G.  George 
The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  701 25- 1 429 
An  Equal  Opportunity  Employer  M/F 


NEWS 

Makes  The  Difference 

♦  Editor  &  Publisher  is 
NOT  a  monthly  journalism 
review. 

♦  Editor  &  Publisher  is 
NOT  a  monthly  associa¬ 
tion  house  organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 

EDITOR  &  PI  BLI.SHER 
1 1  West  1 9th  Street 
New  York,  NY  10011 
(212)  675-4380 
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HELP  WANTED 


_ CIRCULATION _ 

ASSISTANT  CIRCULATION 
DIREaOR/MARKETING 

The  Post-Tribune  is  seeking  an  experi¬ 
enced  individual  to  manage  the  circula¬ 
tion  marketing  department  and 
develop  as  the  number  two  leader. 
Must  have  a  proven  ability  to  produce 
circulation  gains  in  a  highly  com¬ 
petitive  market.  Extensive  knowledge  of 
telemarketing,  crew  sales,  direct  mail, 
single  copy  merchandising,  and  market 
analysis  are  a  must.  Leadership  skills 
will  include  staff  development  and 
motivation,  team  building,  strong  writ¬ 
ten  and  oral  communication,  and 
ability  to  hold  others  accountable  for 
results.  You  must  be  committed  to  the 
highest  customer  service  standards. 
We  are  looking  for  a  change  agent 
with  an  entrepreneurial  spirit  who  can 
share  our  vision.  If  you're  interested  in 
advancing  your  career,  this  could  be 
an  excellent  opportunity  for  you. 

We  are  located  in  Northwest  Indiana, 
20  miles  east  of  Chicago.  Position 
includes  salary,  incentive,  plus  insur¬ 
ance  and  401  (k).  Fax  to  (219)  881- 
2615,  mail  to  Maralee  Smith,  circula¬ 
tion  director.  The  Post  Tribune,  1065 
Broadway,  Gary,  IN  46401 ,  or  E-mail: 
maralee@crown.net 


CIRCULATION 
PROMOTION  MANAGER 

The  Northwest  Arkansas  Times  in  Fayet¬ 
teville,  Arkansas  is  looking  for  an 
experienced  promotion  manager  to 
develop  and  direct  circulation¬ 
marketing  strategies.  Fayetteville  is  a 
college  town,  located  in  the  foothills  of 
beautiful  Ozark  Mountains.  The  ideal 
candidate  will  have  a  proven  sales 
track  record,  be  innovative  and 
aggressive.  Salary  commensurate  with 
experience. 

Send  resume  and  salary  require¬ 
ments  to  The  Northwest  Arkansas 
Times,  P.O.  Box  1607,  Fayet¬ 
teville,  AR  72702,  or  Fax  to  (501) 
442-5477,  Attn:  Hector. 


CIS  FUNaiONAL  ANALYST 

Media  General  is  seeking  a  circulation 
professional  to  help  with  the  installa¬ 
tion  and  support  of  a  new  DSI  client 
server  circulation  information  system. 
The  position  is  based  in  Richmond, 
Virginia  and  includes  extensive  travel 
throughout  Virginia,  North  Carolina 
and  Florida.  Successful  candidate  will 
have  a  college  degree  or  equivalent 
experience  of  4-8  years  in  circulation 
with  a  thorough  knowledge  of  ABC, 
carrier  billing,  office  pay,  customer 
service,  street  directory  and  postal  car¬ 
rier  route  file  maintenance.  E-mail: 
employment@timesdispatch.com 
Fax  (804)  649-6761 
Richmond  Times-Dispatch 
Human  Resources  Department 
P.O.  Box  85333 
Richnxjnd,  VA  23293 
Attn.  Allie  W.  Bullock 


_ CIRCULATION _ 

SINGLE  COPY  MANAGER 
The  Times  Herald-Record,  a  Division  of 
Ottaway  Newspapers,  Inc.  (a  sub¬ 
sidiary  of  Dow  Jones)  has  an  excellent 
opportunity  for  a  progressive,  detail 
ariented  professional  to  manage  all 
aspects  of  our  single  copy  division. 
Responsibilities  include  a  strong  focus 
and  emphasis  on  both  circulation  and 
market  growth.  Position  requires  a 
creative  self  starter  with  strong  account¬ 
ing  background  and  excellent  commu¬ 
nication/  presentation  skills. 

i  We  offer  competitive  salary  plan  with 
commissions  and  benefits  along  with 
growth  potential.  Qualified  candidates 
may  submit  a  resume'  and  cover  letter 
with  salary  requirements  to: 

pclark@th-record.com  OR 
The  Times  Herald-Record 
Human  Resources  Department 
40  Mulberry  Street 
Middletown,  NY  1 0940 

EDITORIAL 

'  AIR  TRANSPORT  INTELLIGENCE, 
www.rati.com  is  the  Internet-based,  sub¬ 
scriber-only,  real-time  news  and  data 
service  produced  by  Reed  Business 
Information  for  airline  and  air 
I  transport  manufacturing  professionals, 
j  Two  years  after  launch  we  are  looking 
1  for  a  talented  business/industrial 
I  reporter,  probably  with  aviation  expe- 
j  rience,  as  part  of  our  Americas  team. 

'  Based  in  our  Alexandria,  VA  office, 

I  the  Regional  Reporter  (Americas) 
j  reports  to,  and  deputises  for  the 
Regional  Editor  and  is  jointly  responsi- 
I  ble  for  day-to-day  coverage  of  North 
and  Latin  America.  Essential  qualities 
are  initiative,  persistence  and  an 
absolute  dedication  to  accuracy.  A 
track  record  in  breaking  and  handling 
major  business  stories  would  be  advan¬ 
tageous.  This  is  an  exceptional 
opportunity  for  a  journalist  interested  in 
I  aviation  to  join  one  of  the  world's  leading 
i  publishers.  It  provides  good  opportunities 
I  for  travel,  the  kind  of  competitive  bene¬ 
fits  associated  with  a  thriving  global 
I  company,  and  further  career  opportu- 
I  nities.  Letter  and  resume  promptly  to 
Kieran  Daly,  editor,  ATI,  fax  (01 1-44) 
181 -652-3892,  E-mail: 

{  kieran.daly@rbi.co.uk 

I  ARTS  AND  ENTERTAINMENT  EDITOR 

I  The  South  Bend  Tribune,  a  mid-size 
j  Midwestern  daily,  is  seeking  an  Arts  & 

I  Entertainment  Editor  to  oversee  two 
weekly  arts  and  entertainment  sections 
as  well  as  a  weekly  TV  listings  tab.  The 
ideal  candidate  must  have  a  Bachelor's 
degree  in  journalism  or  English  and  3 
to  5  years  experience  reporting  and/or 
editing,  including  coverage  of  arts  and 
entertainment.  We're  looking  for  a 
person  who  has  good  communication 
skills,  knows  how  to  cultivate  good  writ¬ 
ing  and  wants  to  be  part  af  a  strong 
Features  team. 

Send  resume  and  samples  of  your 
work  to: 

The  South  Bend  Tribune 
Attn:  Human  Resources 
225  W.  Colfax  Avenue 
j  South  Bend,  IN  46626 

I  (Deadline  April  2, 1999) 


_ EDITORIAL _ 

ASSISTANT  CITY  EDITOR  -  Award¬ 
winning  Times  Mirror  daily  in  New 
York  City  suburbs  has  an  opening  on 
its  city  desk.  The  ideal  candidate 
should  have  several  years  of  reporting 
and  editing  experience  on  a  daily, 
strong  language  skills  and  the  ability  to 
spot  a  story  where  others  can't.  Live  in 
a  dynamic  area  45  minutes  from 
Manhattan  and  an  hour  from  the 
foothills  of  the  Berkshires.  Send  resume 
and  cover  letter  to  Robert  Pellegrino, 
city  editor,  Greenwich  Time,  20  E.  Elm 
Street,  Greenwich,  CT  06830. 


!  ASSISTANT  EDITOR 

Adirondack  Explorer  seeks  seasoned 
pro  with  strong  reporting/editing 
experience.  This  fast-growing  monthly 
'  tabloid  covers  the  East's  great  wilder¬ 
ness  park.  Outstanding  opportunity  for 
I  growth  and  advancement.  Write  Dick 
I  Beamish,  36  Church  Street,  Saranac 
Lake,  NY  12983. 


j  ASSISTANT  SPORTS  EDITOR 

I 

I  Writer/designer  to  ploy  key  role  in  our 
excellent  sports  section.  Employee  stock 
ownership  mokes  ours  one  of  the  better 
packages  you'll  see  this  year.  We  are  o 
fully  paginated  28,000  AM,  two  hours 
west  of  Jackson  Hole  and  Yellowstone 
Park.  Outside  and  Outdoor  Life  rote  us  o 
top  Rockies  town.  Our  best  land  at  Sports 
I  Illustrated  and  the  Seattle  Times.  Send 
letter,  resume  and  4-5  writing  and 
design  clips  to  Jeff  Pinkham,  sports 
editor.  The  Post  Register,  P.O.  Box  1 800, 
Idaho  Falls,  10  83401. 

jpinkham@idahonews.com 


EDITORIAL 


_ EDITORIAL _ 

AWARD-WINNING  SPORTS  section  in 
upstate  New  York  seeks  lead  copy 
editor/designer.  We  consistently  rate 
j  among  the  top  100  APSE  sports  sec- 
j  tions  nationwide  for  our  size.  Experi- 
j  ence  necessary.  A  working  knowledge 
I  of  QuarkXPress  is  a  plus.  Send  resume 
and  samples  to  Sports  Editor  Greg 
Brownell,  The  Post-Star,  P.O.  Box 
j  21 57,  Glens  Falls,  NY  12801. 


I  BANNER-GRAPHIC  NEWSPAPER, 
!  located  in  Greencastle,  IN  is  looking  to 
'  fill  two  entry  level  positions.  One  is  for 
a  general  assignment  reporter- 
photographer  and  the  other  is  for  a 
news-sports  opening.  Experience  with 
*  QuarkXPress  and  layout  preferred, 
i  Send  resumes  to  Steve  Fields,  Banner- 
1  Graphic,  100  N.  Jackson  Street,  Green- 
!  castle,  IN  46135. 


}  BRILX3E  NEWS,  the  world's  second- 
largest  provider  of  financial  informa¬ 
tion,  seeks  a  web  editor  for  its  New 
York  headquarters.  You  must  have  a 
'  journalism  background  and  solid 
'  Knowledge  of  HTML  to  apply.  Previous 
I  online  experience  a  plus,  especially 
I  business  news.  You'll  work  on  the 
!  Bridge.com  site,  handle  breaking 
stories  and  special  prajects,  including 
new  web  start-ups.  If  you're  plugged 
:  into  digital  news,  this  could  be  a 
!  key  career  move.  Please  contact 
i  Melissa  Donohue,  Bridge  News,  3 
I  World  Financial  Center,  28th  floor, 
I  New  York,  NY  10281  or  send  a 
resume  and  cover  letter  to: 

mdonohue@bridge.com 

EOEM/F/D/N 


EDITORIAL 


WORIIIJJIIESS 

I 

j  EDITOR 

j  WORLD  PRESS  REVIEW  the  New  York-based  monthly 
I  digest  of  overseas  news  and  views,  needs  a  chief  editor, 

j  Must  have  at  least  ten  years  experience  in  journalism, 

including  foreign  news  concentration  and  thorough 
knowledge  of  world  issues.  Must  have  supervisory  experi¬ 
ence  and  detailed  knowledge  of  computer/Internet  oper¬ 
ations  and  desktop  publishing. 

Please  send  resume,  cover  letter  and  salary  requirements 
to: 

Larry  Martz,  Editor 
World  Press  Review 
700  Broadway,  New  York,  NY  10003 
Or  by  E-Mail  to:  martz@worldpress.org 

No  fax  or  phone  calls  accepted. 

I  An  equal  opportunity  employer  M/F/D/V 


www.mediainfo.com 
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_ EDITORIAL _ 

BRIDGE  NEWS,  the  world's  second- 
largest  provider  of  financial  informa¬ 
tion,  seeks  a  photo  and  graphics  editor 
for  its  New  York  headquarters.  The 
position  will  be  responsible  for  select¬ 
ing,  procuring,  and  maintaining  global 
databases  of  photos,  graphics,  video 
and  audio  clips.  Extensive  experience 
in  on-line  photo-journalism,  news 
graphics  or  general  multi-media  pro¬ 
duction  is  essential.  Please  contact 
Lewis  Silverman  or  Melissa  Donohue, 
Bridge  News,  3  World  Financial  Cen¬ 
ter,  28th  floor.  New  York,  NY  10281 
or  send  a  resume  and  cover  letter  to: 

lsilverman@bridge.com  or 
mdonohue@bridge .  com 
EOE  M/F/D/N 

BUREAU  REPORTER  -  40,000-cir¬ 
culation  AM  daily  in  Central  Wash¬ 
ington  is  looking  for  a  self-motivated, 
resourceful  reporter  for  our  bureau  in 
the  lower  Yakima  Valley.  The  bureau 
covers  diverse  and  rapidly  changing 
communities.  We  need  a  reporter  who 
can  spot,  explore,  understand  and 
clearly  explain  subjects.  Pacific  North¬ 
west  applicants  with  two  years  on  a 
daily  preferred,  but  applicants  with 
strong  weekly  newspaper  experience 
or  recent  graduates  with  solid  daily 
internships  may  be  considered. 
Spanish  language  skills  a  plus.  Send  a 
resume  and  writing  samples  to  Human 
Resaurces  Department,  Yakima  Herald- 
Republic,  P.O.  Box  9668,  Yakima,  WA 
98909.  We  are  a  member  of  The  Seat¬ 
tle  Times  group  and  an  equal  opportu¬ 
nity  employer. 

BUSINESS  JOURNALISTS 
Globally  respected  publisher  in  the 
energy  industry  seeks  creative  and 
energetic  business  news  journalists  to 
work  in  Houston  office.  This  is  an  excit¬ 
ing  opportunity  to  get  out  of  the  local 
scene  and  write  about  world  trade, 
politics,  finance  and  corporate  news. 
Our  high  cost  newsletters  span  the 
markets  for  oil  and  gas,  including  Latin 
America,  Europe,  FSU,  and  Asia.  Our 
coverage  is  investigative  and  intelligent 
and  our  company  is  fast-paced  and 
growing.  Position  open  for  journalist  to 
work  with  international  team  of  over 
50  bright  and  highly  skilled  journalists. 
Looking  for  journalists  with  two  or 
more  years  experience  in  business 
news.  Some  travel  possible.  Ability  to 
analyze  corporate  financials  a  plus. 
May  consider  entry-level  candidates 
with  high  GPA's.  Great  benefits.  Learn 
more  at  www.petroleumargus.com 
Send  resume,  writing  clips  and  cover 
letter  to  Petroleum  Argus,  4801 
Woodway  270W,  Houston,  TX  77056. 
Fax  (71 3)  968-001 5.  E-mail; 

paijobs@petroleomargus.com 


COPY  EDITOR  -  Community  minded 
leader  with  strong  organizational  and 
editing  skills  for  10,000  daily  in  sunny 
Central  California.  Paginating,  copy 
editing  and  writing  skills  needed.  Posi¬ 
tion  could  lead  to  other  career  oppor¬ 
tunities  in  our  growing  chain  of  weekly 
and  daily  papers.  Fax  resume  to 
(408)761-7324 


_ EDITORIAL _ 

COPY  EDITOR  -  Copy  Editor  needed  at 
the  Yuma  Daily  Sun  in  Yuma,  AZ.  The 
candidate  will  be  responsible  for  edit¬ 
ing  copy  and  page  design.  Bachelor's 
degree  in  journalism  desirable  but 
related  experience  may  substitute  when  I 
degree  is  in  English.  Send  resumes  to  j 
The  Yuma  Daily  Sun,  c/o  Lee  Irwin,  | 
P.O.  Box  271 ,  Yuma,  AZ  85366.  i 


COPY  EDITOR  NEEDED  for  daily  | 
newspaper  in  South  Louisiana.  Looking  I 
for  someone  who  can  edit  copy  and  j 
design  pages.  Candidate  should  have  i 
experience  with  QuarkXPress  and  ! 
Adobe  Photoshop.  Send  resume  to  j 
Executive  Editor  Mike  Slaughter,  The  j 
Courier,  P.O.  Box  2717,  Houma,  LA  i 
70361.  EOE  I 

EDITORIAL 


Newliines 

IS  GROWING  AND  IN  SEARCH  OF  EDITORS. 

New  Times  publishes  magazine-style  weekly  newspapers  -  covering  local 
news  and  features,  restaurants  and  sports,  film  and  music  -  in  Phoenix, 
Denver.  Miami.  Dallas.  Houston,  San  Francisco,  Los  Angeles.  Cleveland 
and  St.  Louis.  Our  stories  inform  and  entertain  readers,  provoke  strong 
reactions,  and  win  national  awards.  We  are  accepting  applications  now 
for  the  following  fulltime  editing  positions 
(the  interview  process  will  include  a  test): 

MANAGING  EDITOR 

PHOENIX,  HOUSTON,  CLEVELAND  AND  ST.  LOUIS 

This  position  requires  fine  writing  and  editing  skills  and  the  ability  to 
help  staffers  produce  superior  stories.  The  managing  editor  also  supervises 
;  the  day-to-day  operations  of  the  editorial  department.  Houston  candidates 
I  should  have  a  strong  feature/arts  background:  Phoenix  and  St.  Louis 
!  candidates  should  be  well  grounded  in  news;  Cleveland  applicants  must 
I  have  experience  in  both  features  and  news. 

I  ASSOCIATE  EDITOR 

DENVER  AND  FT.  LAUDERDALE 

We  are  looking  for  editors  with  a  strong  news  background  who  can  craft 
a  compelling  narrative  and  work  well  with  writers. 

MUSIC  EDITOR 
DENVER 

This  job  entails  planning/editing  a  music  section,  hiring  freelancers  and 
writing  a  local  music  column  as  well  as  non-music  features. 

CALENDAR  EDITOR 

I  DALLAS 

I  We  need  a  writer  with  a  distinctive  voice  and  broad  cultural  interests 
I  to  organize  and  write  a  weekly  entertainment  calendar  and  report  on  the  arts. 

i  New  Times  offers  competitive  salaries  and  benefits.  Interested 
candidates  should  send  cover  letter,  r^surn^  and  clips  to: 

I  Christine  Brennan 

Executive  Managing  Editor 
I  P.O.  Box  5970 

I  Denver,  CO  80217 

I 

I  To  learn  more  about  New  Times,  visit  our  website  at 

www.newtinie8.com. 


_ EDITORIAL _ 

BUSINESS  REPORTER  i 

j  The  Messenger-Inquirer,  a  34,000  | 
i  daily  in  Owensboro,  KY,  is  seeking  an  j 
)  aggressive  and  determined  business  i 
!  reporter.  The  business  climate  is  boom-  ; 
j  ing,  with  a  new  bridge  across  the  Ohio  | 
River  under  construction  and  major  j 
manufacturing  companies  locating  in  i 
the  region.  The  ideal  candidate  will  be  | 
j  adept  at  using  the  Internet  and  CAR  | 
I  skills,  be  as  comfortable  talking  to  ; 

CEOs  as  to  retail  clerks,  and  capable  ! 
I  of  producing  stories  of  depth  and  j 
perspective.  The  Messenger-Inquirer  is  * 
I  an  A.H.  Belo  Corporation  newspaper,  i 
j  Send  cover  letter,  resume  and  five  clips  ‘ 
'  to  Sue  Trautwein,  human  resources 
[  director,  Messenger-Inquirer,  P.O.  Box  j 
1480,  Owensboro,  KY  42302-1480.  ; 

EOE  j 

EDITORIAL  ! 


_ EDITORIAL _ 

CITY  EDITOR  -  The  Standard-Examiner, 
a  65,000  circulation  PM  daily  news¬ 
paper  35  miles  north  of  Salt  Lake  City, 
seeks  an  aggressive  city  editor  who 
has  a  passion  for  local  news.  The  city 
desk  supervises  1 3  reporters,  including 
our  Salt  Lake  City  capital  bureau. 
Candidates  with  western  experience 
preferred.  Salary  in  high  $40s.  Send 
resume  and  work  samples  to  Ron 
Thornburg,  managing  editor,  Stan¬ 
dard-Examiner,  P.O.  Box  951,  Odgen, 
UT  84402. 


COLUMNIST 

The  Register-Guard,  a  78,000- 
circulation  morning  daily  in  Eugene, 
OR,  is  looking  for  a  columnist  capable 
of  producing  at  least  three  columns  a 
week  for  the  local  news  section  front. 
We're  only  interested  in  someone  who 
knows  the  difference  between  column 
writing  and  other  forms  of  news  writ¬ 
ing.  High  emphasis  on  versatility.  We'll 
expect  this  person  to  eventually  be  able 
to  communicate  an  insightful  sense  of 
place  in  the  column:  the  best  about  us, 
the  worst  about  us.  The  right  person 
will  be  skilled  enough  to  help  us  laugh 
at  ourselves  without  feeling  mocked  or 
ridiculed,  just  seen  for  the  imperfect 
human  beings  we  are.  Schedule  varies 
according  to  workload;  night  and 
weekend  work  required.  Preference 
will  be  given  to  applicants  with  daily 
newspaper  column  writing  experience. 
Excellent  writing  and  verbal  communi- 
catian  skills  are  required.  Applicants 
must  have  a  degree  from  a  four-year 
college  or  university.  Qualified  appli¬ 
cants  must  submit  a  cover  letter, 
resume  and  six  non-returnable  sample 
columns.  The  samples  can  be  pre¬ 
viously  published  columns  or  they  can 
be  written  expressly  for  this  applica¬ 
tion,  but  they  must  be  representative  of 
the  kind  of  column  the  applicant  pro¬ 
poses  to  write  for  The  Register-Guard. 
The  cover  letter  can  be  used  to  expand 
the  explanation  of  the  direction  the 
applicant  wauld  take  in  writing  a  col¬ 
umn  for  The  Register-Guard.  Send  all 
materials  no  later  than  Friday,  April 
16,  1999  to  Columnist,  The  Register- 
Guard,  Human  Resources  Department, 
P.O.  Box  10188,  Eugene,  OR  97440- 
2188. 


COPYEDITORS 

Sharp,  aggressive  editors  sought  for 
growing  universal  copy  desk  at  34. 5K 
Knight  Ridder  daily  on  the  California 
coast.  Experience  preferred,  but  recent 
grads  with  strong  word-editing  and 
page  design  skills  are  encouraged  to 
apply.  New  management  team  drawn 
from  major  metros  including  The  New 
York  Times  and  Louisville  Courier- 
Journal.  We've  redesigned  the  paper 
and  remodeled  the  newsroom;  now 
we're  installing  o  state-of-the-art  DTI 
editing  and  pagination  system.  Come 
help  us  grow.  E-mail  resume  to 

gltaylor@montereyherald.com 
Follow  up  with  five  examples  of  your 
best  work  to  Gail  Taylor,  HR  specialist. 
The  Monterey  County  Herald,  P.O.  Box 
271 ,  Monterey,  CA  93942. 
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_ EDITORIAL _ 

COPYEDITOR 
SPORTS  COPY  EDITOR 

The  Modesto  Bee  is  a  McClatchy 
Newspaper. 

Sports  Copy  Editor  will  edit  wire  and 
local  stories,  size  photos  and  write 
headlines,  cutlines  and  captions.  Scan 
and  sort  wire  services  and  layout 
sports  pages. 

Life  Team  Copy  Editor  will  edit  local 
features,  produce  interior  feature 
pages,  occasional  feature  cover  layout, 
proof  read  feature  pages.  Night  Pre¬ 
sentation  duties  include  editing  obits, 
working  with  wire  copy,  copy  editing 
work  and  money  section  and  working 
with  local  copy. 

We  offer  excellent  benefits,  including 
medical,  dental,  vision,  401  (k), 
employee  stock  purchase  and  vacation. 
We  are  located  in  Central  California, 
close  to  wine  country,  Yosemite,  the 
ocean,  mountains  and  snow  skiing. 

Send  resume  and  references  to  HR, 
P.O.  Box  3928,  Modesto,  CA  95350 
or  E-mail:  callison@modbee.com 


COPY  EDITOR 

The  New  Haven  Register,  a  100,000-t- 
morning  daily  in  Yale's  hometown, 
seeks  a  strong  copy  editor  with 
Microsoft  Word  and  pagination  skills 
for  its  main  news  desk.  In  addition  to 
having  strong  editing  skills,  the  ideal 
candidate  excels  at  headline  writing. 
Good  solary  and  benefits.  Letter, 
resume  and  6  samples  of  your 
heodlines  plus  6  samples  of  your  edit¬ 
ing  to  Ray  Hoye,  news  editor.  New 
Haven  Register,  40  Sargent  Drive, 
New  Haven,  a  0651 1-5918. 

No  phone  calls,  please 


_ EDITORIAL _ I 

COPYEDITOR  I 

The  Boston  Herald  has  a  full-time  open¬ 
ing  for  a  copy  editor  on  its  features 
desk.  Successful  candidate  will  be  a 
!  wordsmith  with  three  to  five  years  of  I 
editing  and  design  experience  at  a  i 
[  daily  newspaper.  Working  knowledge  | 
of  QuarkXPress  is  vital, 
j  If  you're  known  for  snappy  headlines 
I  and  are  looking  for  a  fun  place  to 
'  work,  please  send  resume,  cover  letter 
and  work  samples  to  Jim  Kiley,  assis-  i 
tont  managing  editor/features,  Boston  i 
^  Herald,  P.O.  Box  2096,  Boston,  MA  j 
I  02106.  No  phone  calls  or  E-mail,  ‘ 
I  please. 


i  COPYEDITOR 

j  The  Messenger-Inquirer  in  Owensboro,  | 
KY,  has  a  copy  editing  opening  for  j 
1  someone  with  experience  or  o  talented 
j  graduate.  We're  a  fully  paginated  7- 
!  day-a-week  AM  with  a  circulation  of 
i  34,000. 

I  At  the  Messenger-Inquirer,  you'll  have  i 
an  opportunity  to  learn  and  grow  at  i 
j  one  of  the  best  smaller  newspapers  in 
j  the  country.  The  paper  is  owned  by 
A.H.  Belo  Corporation,  the  parent 
company  of  The  Dallas  Morning  News, 
j 

We're  looking  for  a  candidate  who  is  I 
)  comfortable  both  designing  pages  and  [ 
j  editing  words,  although  we're  espe¬ 
cially  interested  in  someone  who  has  a  I 
j  talent  for  design.  Our  desk  consists  of  ' 
I  nine  copy  editors  who  work  a  four-day 
j  week  and  handle  a  variety  of  tasks 
I  from  doing  lA  feature  sections  using 
QuarkXPress.  Owensboro  is  on  the 
Ohio  River,  40  minutes  east  of 
'  Evansville,  IN,  and  two  hours  from  [ 
j  Louisville,  KY  and  Nashville,  TN.  i 

I 

j  Please  send  resume  and  cover  letter  to  ! 

Sue  Trautwein,  Human  Resource  ' 
I  Director,  Messenger-Inquirer,  P.O.  Box 
I  1480,  Owensboro,  KY  42302-1480. 

I  EOE 
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_ EDITORIAL _ 

COPY/LAYOLJT  EDITORS  WANTED 

The  Times-Picoyune,  New  Orleans' 
265,000-circulation  daily  newspaper, 
is  looking  for  copy/layout  editors  on  its 
main  news  desk. 

We  need  people  with  equally  strong 
work  and  visual  skills  who  can  find  a 
hole  in  a  story  and  write  a  sparkling 
headline  as  well  as  produce  exciting 
news  pages.  Successful  candidates  will 
fill  a  number  of  assignments  on  our 
news  and  copy  desks,  including  rim, 
wire,  local  news  and  A-1  desks.  Good 
news  judgment  is  a  prerequisite  of  all 
our  jobs. 

Two  years  of  daily  and/or  copy  desk 
experience  required,  as  is  experience 
with  some  form  of  pagination:  QuarkX¬ 
Press  or  a  proprietary  system.  (We  use 
a  combination  of  QuarkXPress  and 
Harris.) 

Be  part  of  the  fun  in  America's  most 
interesting  city.  And  join  the  team  that 
has  made  the  Picayune  a  winner  of 
scores  of  news  and  design  awards. 

Send  resume  and  clips  to: 

Lynn  Cunningham 
Assistant  to  the  Editor 
The  Times-Picciyune 
38(X)  Howard  Avenue 
New  Orleans,  LA  70 1 25- 1 429 

An  Equal  Opportunity  Employer,  M/F 


CORPORATE  JOURNAUST 

Contributing  editor  needed  -  46,000 
monthly  magazine  distributed  to  the 
sales  force  at  State  Farm  Insurance. 
Variety  of  other  mediums  produced  in 
this  fast-paced  shop.  Must  have  strong 
print  background.  Internet  writing  a 
plus.  If  you  have  top-notch  writing 
skills,  we'll  teach  you  the  rest.  Send 
three  writing  samples,  resume  to  Ron 
Reeves,  State  Farm,  One  State  Farm 
Plaza,  C-1,  Bloomington,  IL  61710. 
Text  based  E-mail: 

Jackie.Pride.GLZl  ©statefarm.com 


CREATIVE  JOURNALISTS  WANTED 

The  Tribune-Democrat,  an  aggressive, 
50,000-circulation  daily,  has  the 
following  openings: 

COPY  EDITOR:  The  ideal  candidate 
must  have  a  thorough  knowledge  of  AP 
style  and  the  ability  to  write  headlines 
that  sing. 

FEATURE  WRITER:  Experienced  writer 
to  do  in-depth  pieces  for  our  Style  sec¬ 
tion. 

REPORTER:  Experienced  writer  to  cover 
several  interesting  suburban-rural  com¬ 
munities. 

Interested  individuals  should  submit  a 
cover  letter,  resume  and  writing/ 
editing  samples  to  Human  Resources 
Deportment,  The  Johnstown  Tribune 
Publishing  Company,  P.O.  Box  340, 
425  Locust  Street,  Johnstown,  PA 
15907-0340. 


_ EDITORIAL _ 

I  EDITOR  -  An  1 1 ,000  circulation.  Zone 
j  4  daily  is  seeking  a  newsroom  leader 
I  and  motivator  who  thinks  “local,  local, 

I  local”  news.  The  ideal  candidate  will 
j  have  had  successful  mid-level  sup- 
;  ervisory  experience  and  a  record  of 
superior  performance.  Experience  with 
I  pagination  and/or  QuarkXPress  is 
helpful.  Our  new  editor  also  will  inter¬ 
act  with  community  groups.  This  is 
a  terrific  opportunity  to  shine.  Great 
possibilities  for  advancement.  Starting 
salary  is  $40,000,  plus  relocation  and 
potential  for  annual  bonus.  Send 
I  resume  and  clips  to  Box  08786,  Editor 
!  &  Publisher. 

i  EDITOR  FOR  COMMUNITY  weekly  in 
j  southern  Delaware.  We're  committed 
j  to  the  belief  that  a  community  newspa- 
I  per  should  operate  as  public  trust. 

Come  join  o  values-driven,  indepen- 
!  dent  newspaper  company.  Competitive 
pay,  40 1  (k),  health  and  dental  insurance, 

:  close  to  beaches,  fun  place  to 
work.  Send  resume  and  work  samples 
to  Michael  Pelrine,  executive  editor, 
P.O.  Box  737,  Dover,  DE  1 9903. 

No  phone  calls,  please 

!  EDITOR  OF  INSTRUCTIONAL  materi¬ 
als.  Full-time.  Learning  Innovations, 
University  of  Wisconsin,  Madison,  Wl. 
Open  until  filled,  screening  begins 
3/29/99.  Required:  Bachelor's  degree; 

!  3-5  years  editing  experierKe,  preferably 
in  a  university  setting;  desktop  publishing 
skills.  Editing  skills  test  required.  For 
further  information,  contact  NarKy  Bolen 
cit{608)  265-2372,  bolen@leam.uwsa.edu 
or  send  a  resume  to  Nancy  Bolen,  UW 
Learning  Innovations,  605  Science  Drive, 
Madison,  Wl  5371 1 .  UW-Extension  is  an 
j  Affirmative  Action/Equal  Opportunity 
!  employer. 


EDITOR-IN-CHIEF  sought  for  national 
magazine  launch.  Direct  experience 
with  newspapers  and  consumer  or 
Sunday  magazines  desired,  as  well  as 
affinity  for  lifestyle  editorial.  Must  be 
capable  of  forming  editorial  team,  able 
to  manage  and  assemble  magazine, 
and  skilled  in  directing  a  first  class 
publication.  Equity  stoke  included, 
optimal  work  environment,  significant 
backing  coupled  with  the  reward  of  pro- 
I  ducing  a  highly  desirable  publication. 
Send  resume  with  cover  letter.  No 
phone  calls,  please. 

Editor-in-Chief  Opportunity 
Department  DNI 
Publishing  Group  of  America 
701  Murfreesboro  Rood 
Nashville,  TN  372 1 0 


EDITORIAL 


Regional  Urban  Community/Edu- 
catioD  /Health  Reporter  ne^ed  by 
newspaper  in  New  Bedford,  MA. 
j  Must  have  6  months  experience  in 
i  writing,  editing,  &  reporting  Bach- 
:  elors  in  Journalism  or  related  field 
]  and  knowledge  of  Spanish  and  Por¬ 
tuguese  required. 

I  Respond  to:  HR  Dept. 

The  New  Bedford  Standard  Times, 

I  25  Elm  St.. 

New  Bedford,  MA  02740. 
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HELP  WANTED 


EDITOR:  Interlec  Publishing  Corpora¬ 
tion,  0  business  magazine  publisher  of 
Fortune  1000  division  is  seeking  a  top 
editor  to  lead  a  great  team.  Responsi¬ 
ble  for  all  magazine  phases:  supervis¬ 
ing  editorial  direction,  staff  and 
deadlines;  magazine  production;  serv¬ 
ing  as  art  direction  liaison.  Requires 
strong  writing,  planning  and  editing 
skills  and  experience  in  managing  a 
staff.  Prefer  some  news  or  financial 
background.  Minimum  7  years  experi¬ 
ence  in  editorial  (3  as  top  level  editor). 
Requires  B.A.  in  Journalism,  English  or 
related  field.  Knowledge  of  Spanish  is 
helpful.  Excellent  compensation  and 
benefits  package  offered.  To  apply 
your  talents,  send  cover  letter,  resume, 
clips  and  salary  requirements  to 
Human  Resources  Manager-EP/Editor, 
Miramar  Communications,  Inc.  (A 
Division  of  Intertec  Publishing,  A 
PRIMEDIA  Company),  P.O.  Box  8987, 
Malibu,  CA  90265-8987. 

www.miramar.com 
Fox:  (31 0)31 7-0072 _ EOE 

EDITOR 

Family  owned  Western  Kentucky  PM 
daily  (circulation  15,000)  seeks  an 
aggressive  and  motivating  leader  who 
takes  an  on-hand  approach  to  manag¬ 
ing  all  facets  of  the  news  department. 
The  position  requires  strong  writing  cre¬ 
dentials,  teaching  skills  and  the  ability 
to  work  as  a  team.  Salary,  retirement 
plan,  401  (k),  health  insurance  and  a 
variety  of  miscellaneous  benefits  we 
can  discuss  are  all  part  of  a  lucrative 
package.  Please  send  resume  and  cor¬ 
respondence  (include  salary  history)  to 
Taylor  Hayes,  publisher,  Kentucky  New 
Era,  P.O.  Box  729,  Hopkinsville,  KY 
42241 . _ 

EDITOR 

Small  daily  in  southeastern  Pennsylva¬ 
nia  seeks  leader  for  9-person 
newsroom.  Part  of  strong  regional 
group.  Daily  experience  preferred,  but 
will  consider  weekly  editor  with  hard- 
news  background.  Send  resume,  sam¬ 
ples  to  Phoenixville  Editor  Search,  c/o 
Bill  Caufield,  Daily  Local  News,  250 
N.  Bradford  Avenue,  West  Chester,  PA 
19382. _ 

EXECUTIVE  EDITOR 

Cox  Interactive  Media  is  seeking  an 
Executive  Editor  for  its  national  network 
of  sites.  Based  in  Atlanta,  the  Executive 
Editor  will  lead  the  effort  to  implement 
CIM  content  strategies  across  20  city 
sites  and  provide  daily  guidance  in 
areas  such  as  content  sdection  and 
presentation.  At  least  3  years'  experi¬ 
ence  leading  a  major  editorial  opera¬ 
tion,  great  content  skills,  and  an 
understanding  of  the  unique  qualities 
of  the  Internet  required. 

Please  mail  resumes  to: 

Cox  Interactive  Media 

Attn:  Felicia  C.  Harris 
530  Means  Street,  N.W.,  Suite  200 

Atlanta,  GA  30318 

Or  fax  to  (404)  572-1870,  Attention 
Felicia  C.  Harris.  NO  phone  calls, 
please. 


PAPER 
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i _ EDITORIAL _ 

EXPERIENCED  REPORTER/PHOTO- 
j  GRAPHER  -  General  assignment/ 
j  police.  Northeast  PA  tri-weekly  serving 
two  counties.  Contact  editor.  News 
Eagle,  P.O.  Box  E,  Hawley,  PA  1 8428. 

EXECUTIVE  NEWS  EDITOR 
Internet  Industry  Publishing,  a  San 
Francisco-based  business  magazine 
I  focused  on  the  Internet,  is  looking  for 
an  executive  news  editor.  This  person 
will  manage  a  team  of  reporters  and 
stringers  in  both  the  U.S.  and  abroad, 
edit  news  and  features  and  help  train 
junior-level  staff.  He  or  she  will  also  be 
responsible  for  developing  and  main¬ 
taining  close  working  relationships  with 
j  senior  executives  in  the  technology  and 
Internet  Industries  and  the  financial  com- 
j  munity,  and  for  working  collaboratively 
I  with  other  members  of  the  senior 
i  editorial  management.  The  successful 
I  candidate  will  have  a  B.A./B.S.  in 
I  English  or  journalism  and  at  least  5 
I  years  experience  as  an  executive  news 
I  editor  or  writer  in  information 
I  technology.  In-depth  knowledge  of 
information  technologies  is  required. 

Please  send  resume  to  (IS)  Director  of 
Human  Resources,  ATTN:  Sue  Murphy, 
501  Second  Street,  Suite  #404,  San 
Francisco,  CA  941 07. 

EXPERIENCED,  HANDS-ON  business 
news  editor  needed  to  work  with  staff, 
freelancers,  and  with  proven  editing, 
assignment  skills.  QuarkXPress  experi¬ 
ence  a  must.  Resume,  cover  letter  to 
Allen  Greenberg,  editor,  Philadelphia 
Business  Journal,  400  Market  Street, 
Ste.  300,  Philadelphia,  PA  19106. 

i  _ _ _ _ 

FEATURES  EDITOR 

!  Renaissance  man  or  woman  wanted. 
We  need  an  experienced  journalist 
with  a  love  of  art,  an  appreciation  for 
1  good  food,  a  sense  of  style  and  an  eye 
for  the  next  trend.  That's  right.  A  Bon 
Vivant  who  knows  how  to  edit.  We  are 
'  a  50,000  circulation  daily  in  suburban 
Philly  with  a  sophisticated  readership 
I  and  an  impressive  arts  community.  If 
you  have  a  features  background  and 
think  you  can  lead  our  department, 
send  resume  and  tearsheets  to  Lanny 
Morgnanesi,  editor.  The  Intelligencer, 
The  Record,  Box  858,  333  N.  Board 
Street,  Doylestown,  PA  1 8901 . 

lmorgnanesi@calkinsnewspapers.com 

— 

j  FINANCIAL  JOURNALIST 
BI-LINGUAL  SPANISH  AND  ENGLISH 
j  Must  be  able  to  write  articles  in  both 
languages.  Financial  News  Radio 
Network  Latin  America.  Our  radio 
!  broadcasts  similar  to  CNN,  Bloom- 
i  berg,  and  CNBC.  Base  of  operations 
j  Miami.  Fax  resume  ONLY  IN  ENGLISH 
;  to  (305)  377-1 867  or  send  E-mail  to: 
coastals@mail.mia.bellsouth.net 
Attn:  Financial  Services  Department 
Section  JDH 


E&P  Help  Wanted  Classified  is  committed  to 
giving  our  clients  the  best  value  and  our  read¬ 
ers  the  best  opportunities! 

Every  month  Editor  &  Publisher  devotes  a 
special  editorial  section  to  workplace/employ¬ 
ment  issues  that  affect  both  employees  and 
human  resource  professionals  in  news  publish¬ 
ing. 

A  recruitment  advertisement  placed  in  this  sec¬ 
tion  draws  the  attention  of  candidates  that  may 
NOT  be  actively  job  hunting  and  puts  even 
more  emphasis  on  your  company  job  opportu¬ 
nity.  We  add  a  teaser  ad  (with  your  logo)  to  our 
classified  section  to  alert  job  hunters  to  the  fea¬ 
tured  section  AND  your  ad  copy  appears  on  our 
website. 

To  place  your  help  wanted  ad  in  any  of 
these  sections  contact 
Hazel  (212)  675-4380.  Ext.  171 
hazelp@mediainfo.com 
Michele  (212)  675-4380.  Ext.  173 
michelea@mediainfo.com 


ISHER 


Your  communication 
link  to  the  newspaper 
industr'y  eve^ 
week  since  1884. 


Issue  Dates: 

APRIL  17 
MAY  15 
JUNE  19 
JULY  17 


Space  Deadlines: 

APRIL  7 
MAYS 
JUNE  9 
JULY  7 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

GOLF  WRITER 

The  York  Dispatch/Sunday  News  seeks 
an  experienced  writer  with  passion  for 
golf  for  15-20  hour/ week  position 
focusing  on  the  local  golf  scene.  Pay 
$1 1 .17-$1 7.65/hr  depending  on 
experience.  Send  writing  samples, 
resume,  letter  to  Managing  Editor 
Deena  Gross,  The  York  Dispatch/ 
Sunday  News,  P.O.  Box  2807,  York, 
PA  17405. 


GOOD  COMMUNITY  JOURNALIST 
needed  to  command  4-  to  8-page 
Sports  section  and  lead  lively,  hard¬ 
working  staff  af  three.  Praven  lead¬ 
ership  ability,  solid  reporting  back¬ 
ground,  passion  for  local  sports 
required.  We  are  a  7-day,  22,000 
AM  daily  in  recreation-packed  North¬ 
eastern  PA.  Send  resume,  clips  and  con¬ 
vincing  cover  letter  to  Kim  de  Bourbon, 
editor,  Pocono  Record,  51 1  Lenox 
Street,  Stroudsburg,  PA  1 8360.  E-mail 
kdebourbon@poconorecord.com 

GROWING  So.  Nevada  twice-weekly 
newspaper  adding  a  third  edition 
needs  sharp  jaurnalist  ta  cover  boom¬ 
ing  community  60  miles  from  Las 
Vegas.  Recent  grads  can  apply.  Send 
clips,  resume,  references  to  Pahrump 
Valley  Times,  2160  E.  Calvoda  Blvd., 
Suite  A,  Pahrump,  NV  89048. 


HIGH  ENERGY  REPORTER,  capable  af 
producing  clean,  crisp  copy  and  qual¬ 
ity  photographs,  for  fast-growing 
weekly.  Expect  solid  assignments  an 
major  issues  in  rapidly  developing 
Caribbean  islands.  Salary  $285/week. 
Serious  applicants  only.  Resume,  clips 
to  Box  08^6,  Editor  &  Publisher. 


INDIANA  AgriNews  has  an  immediate 
opening  for  a  field  editor  to  work  in 
Indianapolis.  Seeking  experienced 
reporter  or  recent  agriculture  commu¬ 
nications/journalism  graduate  to  cover 
a  variety  of  farm-related  issues  and 
features.  Photo  experience  a  plus.  Car 
required.  Mail  or  fax  resume  and  writ¬ 
ing  samples  to  James  Henry,  Indiana 
AgriNews,  2575  E.  55th  Place,  Suite 
A,  IrxJianapolis,  IN  46220.  Fox: 

(317)726-5390 


UVING  EDITOR 

Editor  needed  for  immediate  opening 
in  this  busy  three-person  living 
department  on  a  20,000-circulation 
seven-day  newspaper  in  Martinsburg, 
WV.  Martinsburg  is  located  in  West 
Virginia's  lavely  Eastern  Panhandle, 
just  65  miles  fram  Washington,  DC 
and  Baltimore,  MD.  The  successful 
candidate  shauld  came  equipped  with 
tans  af  ideas!  He  or  She  also  should  be 
an  effective  planner  and  manager  who 
writes  strong  features  and  designs 
attractive  pages  using  QuarkXPress. 
Send  letter,  resume  and  writing  and 
design  clips  to  Maria  Lorensen,  editor. 
The  Journal,  207  W.  King  Street, 
Martinsburg,  WV  25401 . 


EDITORIAL 


Family-owned  Mississippi  PM  daily 
(circulation  8,500)  seeks  aggressive, 
motivating  leader  for  staff  of  seven. 
Must  be  versatile,  with  strong  writing 
credentials,  teaching  skills  and  desk 
background.  Pagination/QuarkXPress 
experience  helpful.  Salary  and  bonuses 
low  to  mid  $30s.  Good  benefits, 
friendly  town.  Resume  to  Tim  Kalich, 
editor  and  publisher.  Greenwood  Com¬ 
monwealth,  P.O.  Box  8050, 
Greenwood,  MS  38935-8050.  E-mail: 
tkalich@gwcomnKxiweallh.com 


MANAGING  EDITOR 
Are  you  great  with  headlines  and  cap¬ 
tions?  National  business  newsweekly  in 
fast-moving  wireless  telecom  field  seeks 
production  pro,  skilled  copy  chief  for 
editorial  management  in  Denver,  CO. 
Integrate  and  package  editorial  and 
graphics  for  award-winning,  four-color 
publication  with  aspirations.  Journal¬ 
ism  degree  and  periodical  experience 
required.  Some  travel.  Fax  resume,  2 
published  samples  and  cover  letter 
describing  those  samples  to  J. 
Lockwood,  (303)  399-2034.  More 
information  atwww.wirelessweek.com 
Cahners  Business  Information,  EOE. 


MANAGING  EDITOR  FOR  top 
alternative  weekly,  part  of  five-paper 
chain.  Need  at  least  5  years  experi¬ 
ence  writing  (especially  arts),  copy  edit¬ 
ing,  editing.  Deadline  demons  only. 
Resume,  dips  to  editor,  Hartford 
Advocate,  1 00  Constitution  Place, 
Hartford,  CT  06103.  No  calls. 


MANAGING  EDfTOR 

South  Orange  County  publisher  of 
trade  and  consumer  magazines  is  look¬ 
ing  for  an  experienced  managing 
editor.  You  must  nave  at  least  a  B.A.  in 
journalism,  English  or  a  related  sub¬ 
ject,  and  a  minimum  of  four  years 
magazine  experience  (with  at  least  two 
of  those  years  as  a  managing  or 
upper-level  associate  editor).  Profi¬ 
ciency  with  QuarkXPress  and  Microsoft 
Word  required.  You  must  be 
organized,  able  to  multi-task,  work 
racefully  under  tight  deadlines,  and 
ave  excellent  copy-editing  and  proof¬ 
reading  skills.  VVe  need  a  confident 
self-starter  who  will  be  able  to  com¬ 
municate  effectively  and  professionally 
with  the  entire  magazine  team.  Experi¬ 
ence  with  or  interest  in  reptiles  will 
make  you  the  perfect  candidate.  Send 
your  cover  letter  and  resume,  along 
with  salary  history  and  references  to 
Human  Resources,  Dept  EP3054,  P.O. 
Box  6050,  Mission  Viejo,  CA  926W. 

No  phone  calls,  please 


_ EDITORIAL _ 

NIGHT  NEWS  EDITOR.  The  Cape  Cod 
Times,  located  in  one  of  the  North¬ 
east's  premier  vacation  spots  is  seeking 
a  take-charge  editor  to  lead  the  night 
news  operation.  Duties  include 
deadline  editing,  headline  writing  and  | 
training,  supervising  and  assigning 
copy  editors  and  reporters.  Successful 
candidate  will  be  a  high-energy 
journalist  with  razor-sharp  editing 
skills,  a  love  of  news  and  a 
demonstrated  appreciation  for  story 
presentation  (and  making  deadline). 
Newsroom  management  and  pagina¬ 
tion  experience  preferred.  Send  letter, 
resume,  salary  history  and  samples  of 
your  work  and  present  newspaper  to 
Cliff  Schechtman,  editor.  The  Cape 
Cod  Times,  329  Main  Street,  Hyannis, 
AAA  02601. 


REPORTER  -  Rapidly  growing  weekly 
newspaper  on  New  Jersey  coast  seeks 
an  experienced  municipal  beat 
reporter.  Salary  and  benefits.  Send 
resume  and  clips  to  Joanne  Skrable, 
The  Coast  Star,  1 3  Broad  Street, 
AAanasquan,  NJ  08736. 

REPORTER  NEEDED  at  Port  Arthur 
(Texas)  News  to  cover  police  and  gen¬ 
eral  assignment  reporting.  One  year  of 
professional  or  college  experience 
required.  Send  resume  to  Roger  Cow¬ 
les,  P.O.  Box  789,  Port  Arthur,  TX 
77641.  Fax:  (409)  985-6128. 


REPORTER 

American  Banker/Bond  Buyer  Newslet¬ 
ter  Division  is  seeking  a  reporter  with 
!  1  -3  years  experience,  preferably  on  a 
daily  newspaper,  to  cover  the  capital 
markets.  Position  demands  solid  report¬ 
ing  and  writing  skills.  Please  send 
resume,  cover  letter  and  a  few  clips  to 
Human  Resources,  Dept.  DS,  American 
j  Banker/Bond  Buyer  Newsletter  Group, 
One  State  Street  Plaza,  New  York,  NY 
1 0004.  No  phone  calls,  please. 
EOEM/F/D/V 

REPORTERS  -  We're  accepting  resumes 
for  present  and  future  openings  on  a 
staff  that  helped  us  win  the  Associated 
Press  title  of  “Distinguished  Newspaper 
of  New  York  State”.  That's  an  honor 
we  want  to  keep  on  winning,  and  there 
are  key  roles  for  each  staffer  to  play. 
This  is  a  competitive  state  capital 
market  heavy  on  colleges  and 
universities,  technology,  medical  care 
and  tourism.  We're  particularly 
interested  in  expanding  our  coverage 
of  social  services,  transportation,  the 
environment,  religion  and  local  gov¬ 
ernment  and  politics,  but  we'll  look  at 
all  experienced,  accomplished 
journalists.  Send  resume,  five  published 
clips  and  a  letter  outlining  your  goals 
and  values  to  Rex  Smith,  managing 
editor/news.  Times  Union,  Box  15000, 
Albany,  NY  1221 2. 

REPORTER 

The  Times-Ledger  Newspapers,  an 
award-winning  chain  of  1 3  paid 
circulation  weekly  newspapers  in 
Queens,  is  looking  for  a  self-starter  to 
report  local  news.  Great  opportunity  in 
metro  newspaper  environment.  Send 
resume  and  clips  to  Steven  Blank, 
Times-Ledger  Newspapers,  41-02  Bell 
Blvd.,  Boyside,  NY  1 1 361 . 


_ EDITORIAL _ 

REPORTERS 

Knight  Ridder  paper  in  the  heart  of 
Kentucky  has  openings  for  several 
reporters.  Beats  include  growth  and 
development,  night  cops,  neigh- 
I  borhoods  and  regional  bureaus. 
Lexington  (population  240,000;  metro 
area  450,000)  is  home  to  the  Univer¬ 
sity  of  Kentucky  and  the  thoroughbred 
!  horse  industry.  Send  letter,  resume  and 
clips  to  Tom  Caudill,  assistant  manag¬ 
ing  editor,  Lexington  Herald-Leader, 
100  Midland  Avenue,  Lexington,  KY 
40508.  E-mail: 

tcaudill@herald-leader.cam  EOE  M/F 

REPORTERS 

Two  positions  open  on  award-winning 
40,000-circulation  daily  in  Central 
Washington.  One  is  in  our  Lower 
Valley  bureau,  which  offers  excellent 
story  opportunities  in  a  diverse  area. 
The  other  covers  politics  and  health 
from  our  main  office,  though  beat 
could  be  restructured  to  meet  strengths 
of  best  candidate.  We  seek  self- 
motivated,  resourceful  reporters  who 
con  spot,  explore,  understand  and 
clearly  explain  subjects.  Western  US 
applicants  preferred.  Spanish- 
language  skills  a  plus.  Send  resume, 
references  and  clips  to  Human 
Resources  Department,  Yakima  Herald- 
Republic,  P.O.  Box  9668,  Yakima,  WA 
98909.  We  are  a  member  af  The  Seat¬ 
tle  Times  graup  and  an  equal  opportu- 
i  nity  employer. 

REPORTER 

The  Berkshire  Eagle,  the  award¬ 
winning,  seven-day  morning  voice  of 
western  Massachusetts,  has  an 
immediate  opening  for  a  general 
assignment  reporter.  Experience  pre¬ 
ferred,  with  a  proven  potential  to  cover 
hard  news,  develop  enterprise  story 
ideas  and  meet  the  standards  af  a 
newspaper  known  for  demanding 
excellent  writing  and  analytical  think¬ 
ing  from  its  staff.  Send  letter,  resume 
and  clips  to  Alinda  Shank,  human 
resources  director.  The  Berkshire 
Eagle,  P.O.  Box  1171,  Pittsfield,  AAA 
01202. 
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HELP  WANTED 


_ EDITORIAL _ 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale,  Cleveland,  St.  Louis, 
Denver  and  Dallas.  New  Times  is  com¬ 
mitted  to  building  a  diverse  workforce 
and  acknowledges  the  needs  of 
employees  with  young  families.  We 
offer  competitive  salaries  and  bene¬ 
fits... and  all  the  space  you  need  to  put 
the  news  in  perspective  and  tell  a  good 
story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.Box  5970 

Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


INFORMATION  SYSTEMS 


_ EDITORIAL _ 

SENIOR  WRITER 

Computerworld,  Inc.,  a  business  unit  of 
International  Data  Group,  serves  as  a 
premier  channel  of  information  for  the 
Information  Technology  marketplace. 
At  it's  core  is  Computerworld,  the 
newsweekly  for  information  technology 
leaders.  Celebrating  30  years  of  pub¬ 
lishing,  Computerworld  provides  news 
and  analysis  on  computing  in  the 
enterprise.  We  are  currently  looking 
for  a  Senior  Writer  responsible  for  pro¬ 
ducing  quality  news  copy  on  a  weekly 
basis  and  will  be  assigned  to  report 
and  write  several  stories  per  week.  This 
beat  will  include  a  mixture  of  business 
and  technology  topics,  with  the  target 
audience  being  information  technology 
professionals.  At  least  5  years  of  pro¬ 
fessional  journalism  experience  is 
required  and  experience  within  the  com¬ 
puter  journalism  field  is  preferred.  The 
ability  to  write  quickly  and  cleanly  and 
to  cover  both  technology  and  people 
issues  for  a  technology/business 
audience  is  a  must.  Travel  will  be 
required.  Location  is  flexible. 

Please  E-mail  your  resume  to 

maria_maynard@cw.com  or 
fax  your  resume  to  (508)  879-3760  or 
mail  your  resume  to  Computerworld 
Human  Resources,  MM/SW,  500  Old 
Connecticut  Path,  Framingham,  MA 
01701. _ 

SPORTS  EDITOR  -  A  six-day,  6,000 
circulation  newspaper  seeks  a  sports 
editor  interested  in  covering  community 
sports.  Duties  on  this  one-person  desk 
also  include  editing  Associated  Press 
copy  and  paginating  pages.  State-of- 
the-art  equipment.  Opportunities 
available  in  television  reporting.  Expe¬ 
rience  on  a  college  newspaper  or 
weekly,  preferred.  Please  send  letter, 
resume  and  clips  to  Belinda  Chase, 
managing  editor,  Ketchikan  Daily 
News,  P.O.  Box  7900,  Ketchikan, 
Alaska  99901. 


INFORAAATION  SYSTEMS 


w 

Openl^ges 


APPLICATIONS 

TRAINER 


Ever  thought  of  working  in  the  computer  industry?  American 
Computer  Innovators  is  looking  for  bright,  energetic  copy  editors  and 
page  designers  to  train  other  newsroom  professionals.  Ours  is  the 
only  truly  open,  database-driven  publishing  system  available  today. 

Do  you  know  Microsoft  Word?  QuarkXPress?  Are  you  an  effective 
communicator  and  teacher?  Want  to  travel?  ACI  offers  excellent 
salaries  and  benefits.  Join  a  winning  team. 

Send  a  resume  and  cover  letter  outlining  your  future  goals  and  current 
salary  requirements  to: 

Molly  Keegan,  Controller 
American  Computer  Innovators,  Inc. 

611  Belchertown  Road 
Amherst,  MA01002 
Fax:(413)256-3125 
E-mail:  mollyk@aci-openpages.com 
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_ EDITORIAL _ 

SPORTS  EDITOR  sought  by  8,500- 
circulation  daily  in  NW  Arizona.  Two 
years  sports  experience  needed  as  is 
working  knowledge  of  Microsoft 
Word/QuarkXPress.  Good  pay/ 
benefits.  Contact  Editor  Sean 
McMahon,  Kingman  Daily  Miner, 
3015  Stockton  Hill  Road,  Kingman,  AZ 
86401  or  Fax  resume  to  (520)  753- 
5661. 


SPORTS  WRITER 

The  Charlotte  Sun  Herald,  fastest- 
growing,  38,000  daily  on  the  west 
coast  of  Florida  is  looking  for  a  sports 
writer  to  cover  high  school  and  some 
professional  sports.  Candidates  must 
have  good  command  of  spelling  and 
grammar  and  work  under  tight 
deadlines.  Management  skills  a  plus. 
The  Sun  Herald  is  a  drug  free 
workplace.  Send  resumes,  work  exam¬ 
ples  and  references  to  Dennis  Maf- 
rezzoli,  23170  Harborview  Road, 
ChaHotte  Harbor,  FL  33980. 

No  phone  calls,  please 


THE  ANNISTON  STAR 
We  are  your  dream  of  a  newspaper. 
AJR  called  us  one  of  the  last  of  the 
independents.  Time  twice  named  us 
one  of  the  best  small  papers.  Still,  we 
know  our  place.  So  the  Ford  Founda¬ 
tion  studies  us  for  our  community 
involvement.  Yet  at  30K  circulation  we 
have  a  finalist  in  the  ASNE  writing 
awards  -  for  reporting  abroad.  We 
spin  off  great  careers  like  a  good  grad 
school  spawns  laureates.  Now  we 
anticipate  1 999  opportunities  by  invit¬ 
ing  applications  for  reporting  and  copy 
editing/design  positions  ond  a  current 
associate  comment  editor  opening. 
Please  apply  to  Chris  Woddle,  execu¬ 
tive  editor.  The  Anniston  Star,  P.O.  Box 
1 89,  Anniston,  AL  36202  or  via  E-mail 
to:  cwaddle@annistonstar.com 


SUNDAY  EDITOR 

Needed  for  community  paper  covering 
suburbs  of  Washington,  DC.  Applicant 
needs  strong  story  ideos,  editing 
expertise,  organizational  skills,  ability 
to  supervise  small  staff.  Salary  in  low 
$30s.  Resume  to  Jane  Touzalin, 
Journal  Newspapers,  6408  Edsall 
Road,  Alexandria,  VA  22312. 

E-mail:  jtouzalin@jrnl.com 

THE  OMAHA  WORLD-HERALD,  a 
285,000  newspaper,  is  seeking  a  con¬ 
tent-driven,  reader-oriented  business 
editor  to  lead  a  staff  of  1 0.  The  ideal 
candidate  will  be  committed  to  shaping 
aggressive  “you  can  read  it  here  first" 
coverage  of  business,  and  to  help  posi¬ 
tion  our  business  department  to  take 
advantage  of  a  new  printing  plant  that 
is  to  open  in  2001 .  Omaha  is  in  a 
growing  metropolitan  area  of 
700,000.  It  has  Warren  Buffett  and  is 
a  national  or  regional  hub  for  trans¬ 
portation  (Union  Pacific  Railroad), 
insurance  (Mutual  of  Omaha),  high- 
tech  (First  Data  Resources  and  Level  3 
Communications),  food  processing 
(ConAgra),  telemarketing  and  bank¬ 
ing.  Write  Assistant  Managing  Editor 
Jeff  Gauger,  Omaha  World-Herald, 
1 334  D^ge  Street,  Omaha,  NE 
68102. 


_ EDITORIAL _ 

THE  BEACON  NEWS  won  AP's 
Sweepstakes  Award  twice  in  the  past 
three  years,  1 2  SND  design  awards  in 
1 999  and  five  national  awards  in  the 
1998  National  Press  Photographers 
Association  Contest.  Are  you  good 
enough  to  work  for  the  Beacon?  Right 
now  we  have  openings  for  writers. 
Apply  to  Mike  Chapin,  managing 
editor.  The  Beacon  News,  101  S.  River 
Street,  Aurora,  IL  60506. 


THE  COURIER-NEWS,  New  Jersey's 
Excellence  winner  (under  60,000 
circulation)  for  seven  years  running  is 
looking  for  a  new  talent  who  will  keep 
our  streak  going  for  years  to  come. 
Because  of  growth  opportunities  pro¬ 
vided  by  the  seven  Gannett  New  Jersey 
newspapers,  we  have  positions  avail¬ 
able  for  news  and  sports  copy  editors, 
page  designers  and  reporters.  Two 
years  experience  required  in  all  posi¬ 
tions.  QuarkXPress  experience  helpful 
for  copy  editors/page  designers.  Mail 
or  fax  resume  with  cover  letter  and 
salary  requirements  to  Richard 
Leonard,  ^itor,  1 201  Rt.  22, 
Bridgewater,  NJ  08807.  Fox: 

(908)  707-3252 


THE  SPOTLIGHT,  “America's  Last  Real 
Newspaper- -the  Voice  of  the  American 
Majority"  needs  experienced  journalist 
in  Washington.  Mail  resume  to  Mr. 
Ryan,  300  Independence  Avenue  SE, 
Washington,  DC  20003  or  call  (202) 
546-5611. 


THE  MACON  TELEGRAPH,  a  Knight 
Ridder  paper  in  newsy,  scenic  Middle 
Georgia,  is  recruiting  a  news  desk 
chief  and  pre-screening  candidates  for 
features  editor.  We  are  looking  for  a 
hands-on  leader  to  take  charge  of  1 4- 
member  news/design  team,  balancing 
slotting  and  training.  Applications  also 
accepted  for  reporting,  copy  editing 
and  pagination.  Contact  Karin  Knoop, 
AME,  120  Broadway,  Macon,  GA 
31208-41 67;  kknoop@macontel.com 


THE  NATIONAL  CANCER  INSTITUTE 
seeks  qualified  candidate  for  a  web- 
based  medical  writer/editor  position. 
Salary  Range  $32,000  -  $56,000  per 
annum.  For  additional  information  see: 
http://list.nih.gov/archives/nihjobs- 
1  html  Vacancy  announcement  ID  is 
CA-99-1914.  A  copy  of  the  applica¬ 
tion  information  is  also  available  via 
fax  at  (301)  594-2953  or  1  (800) 
728-jobs.  When  calling  please  refer  to 
fax  ID  #1877.  Applications  will  be 
accepted  from  February  22,  1999  to 
March  15,  1999.  NIH  is  an  Equal 
Opportunity  Employer. 


THE  STAR-TRIBUNE,  Wyoming's  only 
statewide  newspaper,  has  an 
immediate  opening  for  an  education 
reporter.  Two-years  experience 
required.  Send  clips,  a  budget  analy¬ 
sis,  a  feature  and  a  meeting  story  to 
Steve  Busemeyer,  city  editor,  Star- 
Tribune,  170  Star  Lane,  Casper,  WY 
82601 . 

Desperation  is  a  feather  in  your  cap 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

THE  TRIBUNE,  a  Pulitzer  Prize-winning 
1 0,000  daily  in  Ames,  Iowa,  will  have 
three  openings  in  our  20  member 
newsroom  to  be  filled  by  the  end  of  the 
summer. 

•COUNTY  REPORTER  -  Cover  county 
government,  rural  and  agricultural 
issues,  state  politics,  regional  assign¬ 
ments.  Opening  in  early  March. 

•ISU  SPORTS  WRITER  -  Cover  Iowa 
State  sports,  including  men's  basketball 
and  football.  Also  some  prep  assign¬ 
ments  during  the  off  season.  Opening 
in  late  spring. 

•POLICE  AND  COURTS  REPORTER  - 
Cover  police  and  courts  as  well  as 
regional  assignments.  Opening  in  late 
summer. 

Send  your  clips,  a  resume  and 
references  to  Jeffrey  Bruner,  managing 
editor.  The  Tribune,  317  5th  Street, 
Ames,  lA  50010.  No  phone  calls, 
please.  Read  about  us  at:  http:// 
air.newslink.org/airmarkjan99.html 


WANTED: 

The  Gloucester  County  Times,  located 
20  minutes  from  Philadelphia,  is  seek¬ 
ing  two  desk  people  for  our  fully 
paginated  30,000  daily  and  Sunday. 
We'll  give  a  chance  to  bright  editors 
looking  to  move  up  from  weeklies. 

We  are  also  looking  for  two  municipal 
reporters  who  want  to  produce  quality 
work  that  makes  a  difference,  and  a 
photographer  who  can  make  readers 
stop  arKf  take  notice  of  the  images  on 
the  page. 

Send  resume  and  work  samples  to 
Walt  Herring,  editor.  The  Gloucester 
County  Times,  309  S.  Broad  Street, 
Woodbury,  NJ  08096. 


WE'RE  LOOKING  FOR  a  wordsmith  to 
repair  and  polish  copy;  build  clean, 
clear  pages;  and  write  accurate, 
electric  headlines.  We're  a  local-focus, 
17,000-circulation  paper  six  days  a 
week  in  the  Sierra  Nevada  foothills  out¬ 
door  paradise.  You're  an  experienced 
reporter  or  editor  hungry  to  build  a 
fantastic  paper  every  day.  You  have  a 
mastery  of  grammar,  spelling  and  AP 
style  and  an  ear  for  conversational 
English.  You'll  need  solid  word¬ 
processing  skills  and  understanding  of 
the  Macintosh  system  and  QuarkX¬ 
Press.  Impress  us  with  the  resume  and 
work  samples  you  send  to  Jim  McBee, 
copy  desk  chief.  The  Union,  1 1 464  Sut¬ 
ton  Way,  Grass  Valley,  CA  95945. 


E&P’s  Classified 


The  newspaper 
industry's  meeting 
place. 

{Ill)  675*4380 


INFORMATION  SYSTEMS 

THE  BALTIMORE  SUN  is  seeking  a 
highly  motivated  senior  manager  to 
lead  its  publishing  systems  group  into 
the  next  century.  This  manager  will  be 
responsible  for  every  aspect  of  pub¬ 
lishing  systems  including  system  devel¬ 
opment,  implementation,  and  support 
for  both  prepress  and  postpress 
systems. 

The  Sun  has  a  full  agenda  of  system 
initiatives  including  editorial  front  end 
upgrade,  editorial  pagination  imple¬ 
mentation,  classified  pagination,  and 
upgraded  output  management  systems. 

The  ideal  candidate  will  be  a  seasoned 
publishing  professional  with  experi¬ 
ence  in  newsroom  operations,  typo¬ 
graphy,  graphics,  ad  make-up,  and 
printing  as  well  as  knowledge  of  the 
systems  and  software  which  support 
them.  Strong  leadership  and  communi¬ 
cations  skills,  and  the  ability  to  interact 
effectively  across  departmental  lines 
are  essential  skills  for  this  manager. 

If  you  have  the  skills  and  energy  for 
this  challenging  position  send  your 
resume  to: 

Director,  Information  Technology 
The  Baltimore  Sun 
501  N.  Calvert  Street 
Baltimore,  MD  21278 
Fax:  (410)783-2559 

E-mail:  isstaffing@baltsun.com 

The  Sun  offers  a  competitive  salary  and 
comprehensive  benefit  package. 

An  Equal  Opportunity  Employer 
M/F/V/D 


_ INTERNSHIPS _ 

THE  NATIONAL  CANCER  INSTITUTE 
(NCI)  offers  paid  6-month  graduate- 
level  internships  in  Bethesda, 
Maryland.  Interns  work  in  NCI's  Mass 
Media  Branch  handling  inquiries  from 
reporters;  and  writing  news  and 
feature  articles,  fact  sheets,  backgroun¬ 
ders,  and  other  materials  for  the  press 
and  public.  A  background  in  science 
plus  journalism  is  required.  Deadline  is 
April  1  for  the  July-December  term.  For 
more  information  call  (301 )  402-7488 
or  E-mail:  m4b@box-m.nih.gov 
Must  be  a  graduate  student  and  U.S. 

Citizen. 


EDITOR  &  PUBLISHER  classified 
advertising  has  a  special  help  wanted 
section  for  entry  level  and  eorly  expe¬ 
rience  job  seekers  in  the  newspaper 
industry. 

May  1  and  Nov  6,  1 999-both  in  print 
and  on  our  website.  Advertisers  reach 
students  at  colleges  and  universities 
with  journalism,  business  and  pub¬ 
lishing  programs.  Jobseekers  find  help 
wanted  ads,  how-to-tips,  internships, 
inspiration  and  more! 

CONTAa  HAZEL  PREUSS 
(212)  675-4380  Ext  171 
hazelp@mediainfo.com 


_ MAILRCX)M _ I 

NIGHT  PACKAGING  CENTER  I 
MANAGER  i 

The  Times  Newspaper  is  seeking  a  [ 
Manager  to  oversee  our  night  packag¬ 
ing  center  (10  p.m.  -  6  a.m.)  opera¬ 
tion.  Qualified  candidates  must  have 
previous  proven  manufacturing  man¬ 
agerial  experience  and  the  abilify  to 
supervise  and  work  with  a  large  staff! 

The  position  requires  an  individual  with 
strong  leadership  and  excellent  people 
skills,  while  being  able  to  meet 
deadline  goals  and  maintain  a  clean, 
safe  work  environment. 

We  offer  a  competitive  salary  and 
benefit  package.  Pre-employment 
physical  which  includes  drug  screen 
prerequisite  for  employment.  For  con¬ 
sideration,  please  send  resume  and 
salary  history  to: 

Personnel 
The  Times 
500  Perry  Street 
P.O.Box  847 
Trenton,  NJ  08605-0847 

An  Equal  Opportunity  Employer 


NEW  MEDIA 


MARKET  RESEARCH 

THE  PALM  BEACH  POST 
SENIOR  RESEARCH  ANALYST 

Marketing  Department 

Live  and  work  in  paradise  -  sunny 
South  Florida!  The  Palm  Beach  Post,  a 
175,000  daily  circulation  newspaper 
based  in  West  Palm  Beach,  is  seeking 
an  experienced  newspaper  research 
analyst  to  conceive,  research  and  build 
major  account  and  competitive  media 
sales  presentations.  Bachelor's  degree, 
minimum  3  years'  newspaper  market¬ 
ing  research  and  presentation  software 
literacy  required,  but  more  important 
are  your  creative  insights  in  how  to  use 
research  to  increase  ad  revenue  and 
make  our  ad  sales  teams  more 
effective.  For  consideration,  please 
include  salary  requirements  (“negotia¬ 
ble”  is  not  acceptable)  and  references 
with  application  materials.  Apply  to 
Human  Resources,  P.O.  Box  24700, 
West  Palm  Beach,  FL  33416-4700 
or 

FAX  Id  (561)  820-41 92. 


NEW  MEDIA 


INTERACTIVE  MEDIA 
MANAGING  EDITOR 


Community  Newspaper  Company,  is  Greater  Boston's  fast-  : 
growing  media  company  and  publishes  over  1 20  newspaper  | 
products  which  reach  over  one  million  readers  weekly.  Our  1 
award-winning  newspapers  and  Internet  products  combined  | 
with  a  commitment  to  people,  technology,  promotion  and  | 
training  provide  a  perfect  backdrop  for  success.  We  are  } 
particularly  proud  of  our  interactive  products  as  we  were  voted 
the  1 998  winner  for  “Best  Classified  Use  of  New  Media”  by  the 
Newspaper  Association  of  America.  We  were  also  voted  the 
1 998  winner  for  “Best  Commercial  Application  in  a  Newspaper  | 

Online  Service”  by  Editor  &  Publisher  Company. 

The  successful  candidate  will  be  responsible  for  overseeing 
day-to-day  editorial  operations  for  Town  Online  Web  sites, 
taking  a  lead  role  in  technological  solutions,  and  participating 
in  long-range  content  planning  for  special  editorial  products 
and  services.  This  position  will  supervise  and  develop  a  staff  of 
online  editors  and  assistants,  maintain  the  online  editorial 
calendar  and  participate  in  the  development  of  new  sites  that 
take  advantage  of  CNC's  1 1 9  local  community  publications. 

Requirements;  Experience  working  in  an  online  newspaper 
environment,  a  proven  track  record  in  developing  online 
editorial  projects.  Proficiency  with  Web  authoring  and  design 
tools,  PC  and  Mac  environments,  working  knowledge  of  HTML. 
Interested  candidates  should  send  their  resumes  to: 

M.  Cullen 

Human  Resources  Manager 
Community  Newspaper  Company 

254  Second  Avenue  | 
COMMUNITY  Needham,  MA  02494 
NEWSPAPER  E-mail:  mcullen<g)cnc.com 
COMPANY  Fax :  (781 )  433-6740 
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HELP  WANTED 


_ MARKETING _ 

PROMOTION  MANAGER 

The  SOUTH  BEND  TRIBUNE,  an 
award-winning  75,000  circulation 
newspaper,  located  in  South  Bend, 
Indiana,  is  seeking  applications  for  the 
position  of  Promotion  Manager.  The 
position  reports  to  the  Vice  President  of 
Marketing. 

The  successful  candidate  will  develop, 
direct  and  maintain  a  comprehensive 
strategic  promotion  program  in  support 
of  the  total  newspaper  in  concert  with 
fhe  various  newspaper  departments. 

Applicants  should  have  excellent  oral 
and  written  skills,  proven  organiza¬ 
tional,  management  and  planning 
abilities,  experience  in  consumer  and 
business  to  business  marketing  and 
knowledge  of  data  analysis  and 
market  research.  Proficient  use  and 
knowledge  of  Windows  95  and  Macin¬ 
tosh  systems  required.  Creativity  and 
innovation  are  important  traits  for  this 
position.  College  degree  required. 

Review  of  applications  will  begin 
immediately  and  will  continue  until 
position  is  filled. 

If  you  are  team  oriented  and  looking 
for  a  career  opportunity,  please  send 
your  resume  and  compensation  require¬ 
ments  to: 

South  Bend  Tribune 
Human  Resource  Department 
225  W.  Colfax  Avenue 
South  Bend,  IN  46626 

Selected  candidates  will  be  contacted 
directly.  No  phone  calls,  please. 

PRESSROOM 


PRINTING 
PRESS  OPERATOR 

Immediate  opening  for 
Press  Operator  on  Harris 
VI 5D  web  press  or  if  you 
have  sheet-fed  printing 
experience  and  have  a 
desire  to  learn,  we  want 
to  talk  to  you.  Training 
available  for  the  right 
person.  Excellent  benefit 
package. 

Send  resume  to: 

High  Plains  Journal 
P.O.  Box  760,  Dept.  JT 
Dodge  City,  KS  67801  -0760 

Or  call 

(800)  452-71 71,  ext.  1803 

Equal  Opportunity 
Employer 


_ MARKETING _ 

CONSUMER  SALES  MANAGER 

Are  you  a  RESULTS  driven  person?  Are 
you  highly  organized  and  motivated?  If 
you  are  ready  for  a  challenge  -  WE 
WANT  YOU!  Cox  Ohio  Publishing,  a 
leader  in  the  industry  and  parent  com¬ 
pany  of  the  award  winning  Dayton 
baify  News  and  Springfield  News-Sun 
is  currently  accepting  applications  for 
Consumer  Sales  Manager.  The  candi¬ 
date  with  the  right  stuff  will  work  along 
side  our  aggressive  marketing  and 
sales  teams.  You  will  be  responsible  for 
the  majority  of  sales  production  in  the 
circulation  department  which  includes 
kiosk,  direct  mail,  inserts  and  special 
events.  Additional  responsibilities  will 
include  recruiting  and  developing  a 
quality  and  independent  sales  team  for 
kiosk  production.  You  will  also  estab¬ 
lish  partnerships  with  area  retail  stores 
to  increase  overall  market  penetration. 
In  order  to  qualify  for  this  exciting  posi¬ 
tion  you  must  have  strong  knowledge 
of  soles  plans,  including  budgets  and 
volume  targets,  have  strong  leadership 
skills  and  have  the  ability  to  motivate, 
guide  and  effectively  communicate  with 
your  staff. 

Please  send  resume  and  salary  require¬ 
ments  to: 

Shawn  DeWeese,  Sales  Director 
Cox  Ohio  Publishing 
45  South  Ludlow 
Dayton,  OH  45402 


NEWS  PRODUCTION  SUPERVISOR 

The  Express-Times  is  looking  for  an 
enthusiastic  individual  to  manage  its 
eight-person  pagination  desk.  Must  be 
energetic,  harcTworking,  good  with 
peope  and  have  an  eye  for  detail. 
Page  production  experience  and 
newspaper  background  required.  Will 
need  extensive  knowledge  of  QuarkX¬ 
Press;  Adobe  Photoshop  skills  helpful. 
Responsibilities  include  paginating  vis- 
ualfy  appealing  pages,  proofreading 
and  printing  olf  pages  that  go  through 
the  desk,  working  with  editors  and 
paginators  to  meet  deadline,  and 
upkeep  of  Quark  libraries,  templates 
and  style  sheets  and  Word  7.0  style 
sheets.  We  offer  a  competitive  salary 
and  benefits. 

Send  cover  letter,  resume  and  work 
samples  to: 

Elaine  Kehler 

Human  Resources  Director 
30  N.  4th  Street 
P.O.  Box  391 
Easton,  PA  18040-0391 

PRESSROOM 

PRESS  ROOM  -  Long  Island  Com¬ 
mercial  Printer  seeks  experienced  Press 
Manager.  Duties  include  planning/ 
directing  daily  press  runs,  expense 
budgets,  quality  improvements, 
employee  performance  reviews  and 
related  press  room  issues.  Minimum  5 
years  experience  leading  web  offset 
operations  plus  operator  skills.  Must 
have  strong  communications  skills  for 
staff  of  30.  College  degree  or 
equivalent  training  in  related  field  pre¬ 
ferred.  Competitive  salary  and 
excellent  benefit  package.  Mail  resume 
to  M.  Reicher,  JRJ  Printing  Corp,  18 
Industrial  Park  Drive,  Port  Washington, 
NY  1 1 050  or  Fax  to  (5 1 6)  484-6749. 


_ PRESSROOM _ 

PRESSMAN  WEB  NEWSPAPER  -  Relia¬ 
ble,  quality  4C  pressperson  experi¬ 
enced  on  Goss  Web  Press  Lines.  Top 
salary  plus  excellent  benefits.  Port 
Washington  area. 

Fax  resume  to: 

(516)484-3309  or  call  (516)  484-3300 
ext.  254  M-F  1 1  -  6p.m.  Also  Helper  Posi¬ 
tion  available. 


PRODUCnON/TECH 

PUBLICATIONS  SPECIALIST,  Software 
Trainer.  Mac/PC  experience  nec¬ 
essary.  If  you  know  prepress,  SQL, 
or  NT,  like  travel,  and  want  out  of 
deadline  dilemmas,  send  resume  to 
Managing  Editor,  Inc.,  Attn:  Peter,  101 
Greenwood  Avenue,  Suite  330,  Jenkin- 
town,  PA  1 9046  or  fax: 

(215)8865681 
E-mail:  pkelts@maned.com 


Job  Hunting? 

Buying? 

Selling? 

Hiring? 

OR  JUST  LOOKING? 

Use  the  best  read  Classified  Ad 
Pages  in  the  industry 


E&P's  Classified  Section  is  where  you'll  find  the  used  equip¬ 
ment  you  need,  discover  new  employment  opportunities,  get  a 
feel  for  who’s  hiring  where,  find  the  key  professionals  to  make 
your  newspaper  run,  sell  your  used  equipment,  locate  industry 
service  providers,  even  buy  or  sell  your  newspaper  business. 

New  ads  every  week! 

Rates  and  information  are  in  this  section. 

To  place  your  classified  ad. 

FAX:  (212)  929-1259  Phone:  (212)  675-4380  ext.  173 
E-mail:  hazelp@mediainfo.com 

Mail:  E&P  Classified  Ads,  1 1  West  19th  Street,  New  York,  1001 1 
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CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LiNEMBKrB 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 

HELP  WANTED  POSTTIONS  WANTED 

(includes  online  posting)  (includes  online  posting) 

1  week . $11.75  1  week  $5.50 

2  weeks  . $10.35  2  weeks  $4.60 

3  weeks  . $9.05  3  weeks  $3.80 

4  weeks  . $7.85  4  weeks  $3.40 

ALL  DTHER  CLASSIFICATIDNS 

(online  not  included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks  . $6.75 

BDX  REPLY  SERVICE 

Ck)unt  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $15.00  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 


1  week . $121  pci 


POSITIONS 

WANTED 


_ ADMINISTRATIVE _ 

PROVEN  PRODUCER,  1 8+  years  of  Ad 
Sales  and  Circulation  experience, 
seeks  small  to  medium  sized  newspa¬ 
per  with  growth  objective.  E-mail: 
matman@mtaonline.net 

PUBLISHER'S  CONSULTANT:  Able  to 
develop  or  simply  implement  new 
policies  to  solve  advertising,  circula¬ 
tion,  editorial  and  production  prob¬ 
lems.  Experienced  in  attaining  long- 
range  goals;  also  skilled  in  quick 
turnaround  techniques  and  cold  starts. 
Available  for  short  or  long-term  projects, 
or  for  problem  review  and  analy¬ 
sis.  I  work  as  the  publisher's  right 
hand.  Thirty  years  experience  in  daily, 
weekly  and  TMC  publications.  All  ser¬ 
vices  confidential.  Call  Michael  Bradley 
at  (508)  563-2835  or  E-mail: 

mbradley@capecod.  net 

CIRCULATION 

CIRCULATION  CONSULTANT,  week¬ 
lies,  dailies,  small  to  metros.  Over  35 
years  competitive  experience.  Dis¬ 
tribution,  Home  Delivery,  Single  Copy, 
Mailrooms,  Circulation  Computer 
Systems,  Promotions,  Sales,  Service, 
Trucking  and  Office  Pay  Systems.  Long 
or  Short  Term.  Call  Vince  Fusco  at: 

(210)661-5712or 
E-mail  vincefusco@yahoo.com 

EDITORIAL 

BASEBALL  WRITER  AVAILABLE:  Full¬ 
time  freelance  baseball  writer  with  10 
years  of  experience  available  for 
features  on  major/minor  league 
baseball.  Clips  available.  Please  con¬ 
tact  Bill  Ballew  at  (828)  665-0556  or 
Baseballew@aol.cc)m 


_ EDITORIAL _ 

EXECUTIVE  EDITOR  -  Top  spot  sought 
in  competitive  market  by  aggressive, 
hands-on,  results-oriented  news  pro. 
Zone  2  preferred.  Adept  at  budgeting, 
mentoring,  motivating,  marketing. 
Reply  to  Box  08772,  Editor  &  Pub¬ 
lisher. 

EXPERIENCED,  FLORIDA-BASED 
(Daytona  Beach)  full  time  correspon¬ 
dent/freelance  writer  available  for 
assignments;  clips,  areas  of  expertise 
available  on  request;  MoiraLynn 
Mefein;  (904)  254-4898, 

Marylin717@aol.com  Box  9716, 
Daytona  Beach,  FL  321 20-971 6. 

NON-FiaiON  AUTHOR  and  award¬ 
winning  publicist/journalist  seeks  part 
time  spiritualily/New  Age. 

Call  (212)677-3788 

PHOTOGRAPHY 

AWARD-WINNING  PHOTO-JOUR¬ 
NALIST  looking  to  get  back  to 
daily  scene.  If  a  picture  is  worth  a 
thousand  words,  my  portfolio  is  worth 
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respond  with  my  photos.  I  am  a  true 
“photojoumalist"  Edward  Lewis: 

(727)542-3686 

TRAVEL  WRITERS  WANTED 

Successful  photographer  seeks  writers! 
Targets  newspaper  travel  sections! 

Jeff  (973)  575- 1005 
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EM*  SHOP  TALK  AT  THIRTY 


by  Roscoe  Barnes 


Seven  reasons  why  reporters 
ought  to  keep  private  journals 


What  worked  for  Christopher  Columbus  and  Ernest  Hemingway  can  be 
good  therapy  after  dealing  with  the  challenges  of  news  —  and  newsrooms 


When  Christopher  Columbus  set 
out  to  discover  unknown 
worlds,  he  carried  the  one 
thing  that  should  be  used  by  every 
reporter  —  a  journal. 

In  his  case  it  was  called  a  log.  But  it 
served  a  similar  purpose:  It  allowed  him 
to  record  his  ship’s 
progress,  as  well  as  his 
own  thoughts  and 
observations  about  his 
voyages. 

Today,  there  are 
many  books  on  the 
subject  of  journals. 

Presidents  use  them 
for  writing  memoirs. 

Oprah  Winfrey  has  sin¬ 
gle-handedly  made 
journal  writing  a  fa¬ 
vorite  pastime. 

Unfortunately  the  practice  of  keeping 
a  journal  remains  foreign  to  many 
reporters. 

I  began  keeping  a  journal  in  the  mid- 
1980s  while  reading  “A  Moveable  Fea.st” 
by  Ernest  Hemingway. 

I  was  also  encouraged  by  journal  lovers 
Norman  Rohrer  of  the  Christian  Writers 
Guild  and  Hal  Sharpe,  former  editor  and 
publisher  of  The  Nashville  (N.C.) 
Graphie. 

Because  of  their  encouragement,  and 
my  reading  of  Hemingway,  I  dove  in  and 
found  a  treasure  of  benefits.  Like  Colum¬ 
bus,  1  was  overwhelmed  by  my  discover¬ 
ies.  In  only  a  few  months,  I  became  con¬ 
vinced  that  a  journal  could  be  a  reporter’s 
best  friend.  Among  other  things,  it 
enables  you  to  build  on  the  past,  absorb 
and  appreciate  the  present,  as  well  as  plan 
for  the  future. 

Insight,  inspiration,  and  creativity  are 
just  a  few  of  the  benefits.  Make  no  mis¬ 
take,  there  are  are  many  good  reasons  for 
keeping  a  journal.  Below  are  seven: 

1  Sounding  board. 

After  a  hectic  day  at  work,  you  need 


For  journalists  who 
document  events 
for  readers,  a  journal 
can  add  perspective 
to  the  flurry 
of  their  own  lives. 


.somebody  to  talk  to.  Your  companion  is 
either  too  bu.sy  to  listen  or  can’t  be  tru.st- 
ed.  In  such  a  case,  your  journal  becomes 
your  confidant. 

2  Vent  for  frustrations. 

Practically  any  therapist  will  tell  you 
that  keeping  a  journal  can  be  therapeutic. 

It  provides  a  safe  alter¬ 
native  for  dealing  with 
anger.  Instead  of  slam¬ 
ming  doors,  hitting  the 
bottle,  or  cursing  the 
boss,  you  can  pull  our 
your  journal  and  start 
venting. 

3  Educational  en¬ 
hancement. 

For  some  reporters, 
the  study  of  case  histo¬ 
ries  ended  with  .school. 
But  through  a  journal, 
you  can  record  your  own  case  history  on  a 
daily  or  weekly  basis.  By  keeping  a  jour¬ 
nal,  you  can  step  back  from  a  situation 
and  review  it  from  different  perspectives. 
You  can  dissect  an  issue  and  devise  ways 
to  handle  it,  should  it  ri.se  again. 

4  Historical  record. 

This  should  be  an  obvious  benefit. 
Believe  it  or  not,  a  journal  is  the  one 
instrument  that  enables  you  to  step  back 
in  time.  You  can  relive  pa.st  glories  and 
learn  from  past  failures.  You  can  also 
write  your  memoirs.  And  even  if  you 
never  publish  them,  you  will  have  creat¬ 
ed  an  important  legacy  for  your  family 
and  friends. 

A  few  years  ago,  I  interviewed  a 
woman  in  Gettysburg,  Pa.,  who  had  stum¬ 
bled  onto  a  diary  and  old  letters  from  a  rel¬ 
ative  who  lived  in  the  18{X)s. 

On  page  after  page,  the  relative 
described  her  personal  feelings  and  obser¬ 
vations  about  the  Civil  War.  Imagine  the 
thrill! 

Think  of  the  contribution  you  will  make 
not  only  to  your  family  but  to  your  field. 
You  can  do  that  by  donating  your  journal 


to  your  alma  mater,  a  local  library,  or  his¬ 
toric  society. 

5  Blueprint  for  the  future. 

In  some  ways,  keeping  a  journal  is 
like  drawing  a  blueprint  for  the  goals  you 
want  to  achieve  as  a  reporter.  The  disci¬ 
pline,  the  very  act  of  writing  each  day, 
allows  you  to  script  the  outline  you  need 
to  realize  your  dreams. 

That  is  possible  because  keeping  a 
journal  forces  you  to  think,  to  reflect, 
and  to  remain  in  focus.  It  helps  you  to 
stay  on  course. 

6Playbook  on  your  competition. 

If  you  were  to  look  into  my  journals, 
you’ll  find  all  sorts  of  notes  about  the 
reporters  I  work  with  —  and  against. 
Through  my  journal,  I  put  a  critical  eye 
on  their  .strengths  and  weaknesses.  I 
study  their  habits,  their  writing  styles, 
their  failures,  and  their  successes.  That 
information,  when  appropriately  used, 
gives  me  an  edge  when  competing  for  a 
hot  story. 

7 A  way  to  comprehend  your  sur- 
rounding.s. 

Through  a  well-kept  journal,  you 
should  capture  the  little  things  as  well  as 
the  big  things  you  experience.  Note  your 
best  and  worst  thoughts,  and  fleeting 
ideas.  You  can  also  scribble  tidbits  that 
can  lead  to  good  stories.  In  short,  any¬ 
thing  goes! 

"There  is  nothing  too  trifling  to  write 
down  so  it  be  in  the  least  degree  charac¬ 
teristic,”  said  Nathaniel  Hawthorne.  “You 
will  be  surprised  to  find  on  re-perusing 
your  journal  what  an  importance  and 
graphic  power  these  little  particulars 
assume.” 

Next  time  you  visit  a  bookstore, 
remember  Columbus.  Pick  up  a  journal 
and  start  charting  a  new  course  in  the  tur¬ 
bulent  and  exciting  seas  of  journalism. 


Barnes  is  a  staff  writer  with  The 
Record  Herald,  a  9,500-circulation 
daily  in  Waynesboro,  Pa. 
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*  Over  210,000  Sq.  Ft.  Of  Exhibits 

*  More  Than  350  Key  Suppliers 
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Packaging  And  Distribution,  The  50-inch 
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Special  Pre-NEXPO  Bonus  Workshop 

"Online,  On  Time,  Under  Budget:  Successful 
Project  Management" 
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"Since  1993,  we  have  used  Coverstor)'  to  create 
a  localized  weekend  guide  to  help  more  than 
rs, ()()()  readers  in  the  Washington  .  area 
decide  how  to  spend  their  weekend  free  time. 
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